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Buyers of Philco 
Refrigerators To 


Get a Premium 
Radio-Clock Set Will Be 


Presented To Purchasers 


Of Costlier Models 


PHILADELPHIA — Supplement- 
ing its recently announced merchan- 
dising tieup with Birds Eye frosted 
foods, Philco has announced two new 
6-foot refrigerator models in the 
low-price class, plus a _ special 
“dividend offer’ on all refrigerators 
purchased during April and May. 

Feature item of this so-called 
“three-star” promotion is a Philco 
kitchen radio with built-in Sessions 
self-starting electric clock, offered 
free with the purchase of any model 
in the “advanced design” (Conserva- 
dor) series. 

Specially designed to harmonize 
with and fit on top of the refriger- 
ator, this model is an a.c.-d.c. super- 
heterodyne with built-in loop aerial. 
Retail value of the radio-clock com- 
bination is said to be $30. 

To purchasers of lower priced 
models during the promotion period, 
Philco’s ‘dividend offer” is a $4.50 
value Hammond electric clock housed 
in a white case with chrome trim. 
Third item in the promotion is a 
crystal glass water chiller of ring 
design, with 14-quart capacity, to 
be given away to persons who visit 
a dealer’s showroom to inspect the 
new models. 

Aim of the promotion is_ three- 
fold: to build up dealers’ customer 
traffic, close sales quickly in the 
lower price bracket, and build up 
the average unit sales price through 
the radio-clock offer on deluxe 
models. 

The two new Philco models are in 
the standard U-type evaporator 
series, and are designed to give the 
company a complete series in the 
low-price field. New models are the 
LU-6, priced at $119.95, and the 
LR-6, at $139.95. 

The LU-6 has a capacity of 64 
cu. ft., and is equipped with a 


(Concluded on Page 2, Column 5) 


Defendants To Fight N. Y. 
Grand Jury Indictments 


NEW YORK CITY—Arraignment 
of defendants in various branches of 
the building industry who are 
charged with violation of the Sher- 
man anti-trust act has been post- 
poned a week or more, it was 
learned here. 

According to Lloyd Almirall, one 


of the attorneys for the Heating, | 


Piping & Air Conditioning Contrac- 
tors; New York City Association, 
Inc.; and for Elbert W. Verity, 
president and Robert W. Miller, 
Secretary of the association who 
were among the individuals listed in 
the indictment, all defendants have 
Signified their willingness to appear. 
They are now awaiting notification 
of a definite date to be set by the 
United States assistant district at- 
oe in charge of the investigation 
ere, 


The Heating, Piping & Air Condi- 
tioning Association and its officers 
Were charged by a Federal Grand 
Jury here with engaging in a 
“wrongful and unlawful conspiracy 
mM unreasonable restraint of inter- 
State trade.” 
New York Electrical Contractor's 
Association, Inc., the Association of 
Contracting Plumbers of the City of 
New York, the Building Trades Em- 
Ployers’ Association of the City of 
New York, the Local Union No. 3 of 
the International Brotherhood of 
Electrical Workers, and_ several 
Individuals. 

The overt act charged in the 
indictment relates to the activities 


(Concluded on Page 13, Column 2) 


Co-defendants are the | 


| 
| 
| 


With Crosley 


L. MARTIN KRAUTTER 


Krautter Will Direct 
Crosley Advertising 


CINCINNATI — Appointment of 
L. Martin Krautter as advertising 
and sales promotion manager of 
Crosley Corp. has been announced 
by Thomas W. Berger, general sales 
manager. 

Mr. Krautter comes direct from 
the Cramer-Krasselt Co., advertising 
agency of Milwaukee, where for four 
years he was copy chief. Before 
entering the advertising agency 
business 10 years ago, he had been 
engaged in the retail sales of 
household appliances. 

Mr. Krautter’s appointment follows 
the appointment of Roy S. Durstine, 
Inc., New York City, as advertising 
counsel to Crosley, and is part of 
an aggressive merchandising pro- 
gram inaugurated by the company, 
Mr. Berger said. 


Old Ventilating Laws 
For Schools Eliminated 


ALBANY, N. Y.—A bill eliminat- 
ing mandatory ventilating require- 
ments in public schools was signed 
into law here April 13 by Gov. Her- 
bert H. Lehman. 

Effective immediately, the new 
measure amends the state education 
law, in relation to adequate facilities 
for heating and ventilation in school 
buildings, providing: ‘“The commis- 
sioner of education shall not approve 
the plans for the erection of any 
school building or addition thereto or 
remodeling thereof unless the same 
shall provide facilities for heating 
and ventilation adequate to maintain 
healthful and comfortable conditions 
in classrooms and study halls.” 


Eliminated from the law was a 
former mandatory requirement that 


(Concluded on Page 17, Column 3) 


Macy Executive 
Protests 5-Year 
N.Y.Sales Terms 


Sees Danger In Utility’s 
Spring Promotion on 
Electric Refrigerators 


NEW YORK CITY—Possibility of 
an abandonment of the “triple five’ 
($5 down, $5 for your old icebox, and 
5 years to pay) promotional drive 
on electric refrigerators which was 
to start here soon under the sponsor- 
ship of the Consolidated Edison Co. 
was one of the results of a quarrel 
over the drive (by letter) between 
Edwin I. Marks, vice president of 
R. H. Macy & Co., and E. F. Jeffe, 
vice president of Consolidated Edison 
Co. 

In a letter addressed to Oscar H. 
Fogg, vice chairman of the utility’s 
board of directors, Mr. Marks de- 
clared that the “contemplated cam- 
paign ... ignores so completely the 
best interests of consumers, manu- 
facturers, distributors, and _ the 
general economy that it calls for 
united action in self protection,’ and 
that “it is obviously dangerous 
optimism for the average consumer 
to assume liabilities against his 
future for five years,’ and “it is 
also evident that it is dangerous for 
the refrigerator industry, both manu- 
facturing and distribution, to antici- 
pate the normal consumption of their 
product by high pressure selling.” 

In addition to his letter to the 
utility, Mr. Marks issued a statement 
in which he said that he had sent 
copies of his letters to all the major 
stores in New York City and that 
they hac replied indicating agree- 
ment with his views, and that he 
sent similar letters to high execu- 
tives of General Electric and Frigid- 
aire, and that executives of both 
firms voiced disapproval of 5-year 
terms. 

In reply, Mr. Jeffe expressed a 
willingness to call a meeting of the 
distributors who signed the agree- 
ment for the campaign, and repre- 
sentatives of dealers and department 
stores, for “the purpose of deter- 
mining whether the campaign on 
automatic refrigerators shall proceed 
as outlined ... or be abandoned 
entirely for the year 1940, or 
whether the terms on retail sales 
should be chariged: a. 5 years to 
3 years.” 

The letter from ‘Mr. Marks toy 
utility executive is: as follows ba 
“Dear Mr. Fogg: | + ; re 

“I am accepting:: your onyspition 
to advise you whenever in’ Macy's: 
opinion the Consolidated Edison..Co.: 
is endangering friendly relations’ 
with the retail interests in, this ity. 

“The package campaign® which 
your company is about to “abe 
while objectionable to retailing 3d 


(Concluded on Page 2, Column 1) 


Fedders Executive 


consolidated all 
conditioning equipment into an air 
conditioning division, 
Walker as manager. 
the division include the complete 
line 
recently announced, as 
cooling coils, unit air conditioners, 
unit heaters, and allied equipment. 


Chain Store Law May 


turers who exercise supervisory con- 
trol over the policies of their dealers 
have found cause for concern in the 
current hearings on the chain store 
tax bill before a sub-committee of 
the Ways and Means Committee of 
the House, through a statement by 
Representative Patman that it is 
his intention that they should come 
under the law. 


sentative Patman 
statement are designed to “freeze” | 
the chains as they are today, and 
prevent the opening of additional 
stores or re-locations. 
ments were introduced to modify the 
so-called “death tax” provision. *. 


to measure the 
suggested amendments, 
stores, 
who have not heretofore figured in 
the issue of coverage under state 
chain store tax laws, were concerned 
with Paragraph C of Section 4 of 
the Patman bill, which threatens to 
include them. 


E. R. WALKER 


+. * * 


Fedders Combines 2 
Depts. Under Walker 


BUFFALO—Fedders Mfg. Co. has 


heating and air 


with E. R. 
Products of 


K heating coils, 
well as 


of Type 


Affect Dealers 


WASHINGTON, D. C.—Manufac- 


Amendments submitted by Repre- 
in his opening 


These amend- 


While the chains were trying 
effects of - the 
department 


manufacturers, and dealers; 


It reads: 
“The term ‘under the general man- 


agement, supervision, ownership, or 
control’ shall include control or 
direction by one management or 


association of ultimate management, 
whether by legal control, direct or 
indirect, or by actual control, direct 


(Concluded on Page 8, Column 4) 


Frigidaire Visits the Farmers With Ambulating Showroom 


DAYTON, Ohio—Taking to the 
road as a major unit in the REA 
farm equipment tour, a_ specially 
designed display and demonstration 
trailer will make it possible to stage 
an interesting show on the operation 
of Frigidaire household appliances 
and commercial equipment applicable 
to farm usage, it is announced by 
the Frigidaire division, General 
Motors Sales Corp. 

Motive power for the huge trailer 
is supplied by a 1940 GMC “bull- 
nose” cab-over-engine type tractor. 

The brilliant white trailer, out- 


| 
| fitted with smart and richly decora- 


tive appointments, is, in effect, a 
mobile showroom for _ Frigidaire 
appliances. A factory representative, 


| it is announced, will travel with the 


trailer and will conduct demonstra- 
tions at each scheduled stop. 
Against the solid side wall of the 


(Concluded on Page 20, Column 2) 


This traveling display and demonstration unit, recently placed in service 
by Frigidaire, will visit each of the rural electrification centers on the 
farm equipment tour itinerary. At each stop, the trailer will 
y a factory representative to demonstrate the advantages of 


1940 REA 
be utilized 


the company’s electric refrigerators, electric ranges, 
heaters, locker systems, drop-in milk coolers, milk storage rooms, and 
other devices designed for use on the farm and in rural communities. 


& - sae tt, 


= * £ 


electric water 


G-E First Among 
‘39 Advertisers 
Of Refrigerators 


Frigidaire Ranks Second 
In Magazine Budget; 
Electrolux Third 


DETROIT—Ten manufacturers of 
household mechanical refrigerators 
spent $1,591,056 during 1939 to 
advertise these products in national 
magazines, according to figures com- 
piled in a recent survey. In addition, 
three of these manufacturers spent 
another $33,710 in national magazine 
water cooler advertising. 

Leading refrigerator advertiser of 
the group included in the survey 
was General Electric, with an ex- 
penditure of $360,710. This com- 
pares with $287,370 spent by the 
company in national magazines in 
1938. Frigidaire, leading magazine 
advertiser in 1938, was second last 
year with an expenditure of $344,090 
on household refrigerators. This 
was an increase from the previous 
year’s advertising, when the com- 
pany spent $312,495. 

Electrolux gas refrigerators were 
third on the refrigerator advertising 
list, in point of volume, with a total 
of $226,410 for the year, as compared 
with $200,767 in 1938. Fourth was 
Kelvinator, with $182,900, compared 
with a total of $120,410 ($100,110 for 
Kelvinator, $20,300 for Leonard) 
during the previous year. 

Westinghouse, with $174,540, was 
fifth among the companies surveyed, 
the company’s 1939 expenditure 
representing a considerable drop 
from the total of $293,100 spent in 
1938. Most of this decline, however, 
apparently was in the commercial 
department, since the 1938 figures 
show an expenditure of $173,600 by 


(Concluded on Page 20, Column 1) 


Refrigerator Exports 
Gain In February 


WASHINGTON, D. C.— Exports 


‘of household electric refrigerators 


by U. S. manufacturers registered a 


Slight increase in February in both 


number:.and value over those for the 
same.month of last year, according 
to Bureau of Foreign and Domestic 
Commerce statistics. 

February exports this year totaled 
8,530 units with a value of $681,259, 
as compared with 8,439 units valued 
at $675,093 in the same month of 
1939. Canada, with 1,536 units 
valued at $99,089, was “best cus- 
tomer” in the household field for the 
month. Chile, with 1,168 units, was 
second, and South Africa, with 1,059, 
was third. 


Commercial refrigerator exports 
(Concluded on Page 17, Column 3) 


Goodman Reassures N. Y. 
Air Conditioning Users 


NEW YORK CITY—Joseph Good- 
man, commissioner of Water Supply, 
Gas, and Electricity for the city of 
New York, last week made a state- 
ment amplifying new regulations 
making mandatory the installation 
of water saving devices for mechani- 
cal cooling systems, and setting forth 
the department’s viewpoint on air 
conditioning systems in light of the 
local water shortage scare. 


“The amount-of water used in air 
conditioning systems is not so great 
as many peoplé have believed. We 
now know with a fair degree of 
accuracy how much is being used 
and are taking precautions to reduce 
waste. The use of water for air 
conditioning is only one of many 


(Concluded on Page 13, Column 4) 
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AIR CONDITIONING & REFRIGERATION NEWS, APRIL 17, 1940 


Macy Executive Blasts 5-Year Terms, 
Asks Reconsideration of N. Y. Campaign 


(Concluded from Page 1, Column 3) 

several counts, has obtained the 
reluctant cooperation of the New 
York stores. 

“The contemplated campaign offer- 
ing all standard brands of refriger- 
ators on terms of $5 down, five years 
to pay, ignores so completely the 
best interests of consumers, manu- 
facturers, distributors, and_ the 
general economy that it calls for 
united action in self protection. 

“There was a period in the develop- 
ment of instalment selling in which 
stores competed on terms to a 
dangerous extreme. It took many 
years of education to eliminate the 
‘five years to pay’ theory of selling. 
Your contemplated ‘five year’ plan 
will disturb the field of distribution 


from ‘coast to coast’ when once its | 


import is realized. 

“There have been many studies 
made of instalment selling in recent 
years. All of them have warned 
against the dangers of long extended 
credit terms. It is obviously dan- 
gerous optimism for the average 
consumer to assure liabilities against 
his future for five years. It is also 
evident that it is dangerous for the 
refrigerator industry, both manufac- 
turing and distribution, to anticipate 
the normal consumption of their 
product by high pressure selling. I 
believe that any economist would 
draw conclusions from these two 
factors that such campaigns and 
methods were against the interest of 
the national economy. If the Con- 


| year plan of refrigerator selling, I 
| should like your permission to send 


Dealers, and of the designated repre- 
sentatives of the Cooperating Depart- 
ment Stores, at any convenient time 
within the next two weeks, for the 
purpose of determining whether the 
campaign on automatic refrigerators 
shall proceed as outlined in the 
agreement signed with the distribu- 
tors on Jan. 16, 1940, or whether the | 
campaign on automatic refrigerators 
should be abandoned entirely for the 
year 1940, or whether the terms on 
retail sales should be changed from 
five years to three years. 


“I am agreeable that you, or any 
other representative of the Cooper- 
ating Department Stores, present 
views on this matter and I give you 
the assurance that the company will 
take no position whatsoever, either 
for or against any of the points 
raised, and that if the company will 


solidated Edison doubted these con- | 
clusions, then at least a careful study | 
should have been made and the | 
interests involved consulted. 

“The public interest is more im- | 
portant than the sales of electricity 
by your company. My personal 
viewpoint may be ultra modern, but 
I believe a company operating under 
public franchise has peculiar respon- 
sibilities to subordinate profit motives 
to the general welfare. 

“I am of the opinion that stores | 
large and small, leaders in instalment — 
banking, appliance manufacturers, | 
and private and government econo- be released by the Cooperating 
mists would agree with my views. Dealers, Cooperating Department 
I believe they have been high pres- Stores, and by the automatic refrig- 
sured into ill considered acquiesence. erator distributors, from the agree- 

“If the Consolidated Edison Co. | ment of Jan. 16, 1940, it is agreeable 
proposes to go ahead with its five to abandon the campaign or change 
the terms on retail sales from five 
years to three years, even though in 


a copy of this letter to all interests | 80 doing, some monies already ex- 
concerned to determine whether the | pended would be lost; and even 
| 
| 


Consolidated Edison is or is not | though it is our opinion, from facts 
acting in the interests of sound Which are before us, that the cam- 
electrical appliance distribution.” paign as now set up is for the best 

Text of Mr. Jeffe’s reply to Mr. | interests of all concerned, both 
Marks’ letter follows: socially and economically, and that 
“Dear Mr. Marks: the experience in the campaign to 

“I am enclosing a copy of the | date—although it is being conducted 
agreement signed by the 11 distribu- | 48 4 secondary operation—indicates 
tors in the automatic refrigerator | 2 stimulation to automatic refriger- 
campaign dated Jan. 16, 1940. ator business. 

“May I confirm that which I told “We could not abandon the cam- 
you today. I am willing to call a | paign nor could we change any of 
meeting of the distributors who | the terms under which it was under- 
signed this agreement, of the elected taken in agreement with distributors 
representatives of the Cooperating | and dealers unless we have their 


66 


ure, we women talk 
a lot—and here’s 


the kind of thing 


we talk about...’ 


3 


“ve men think you're the only ones 
that talk business! Well, we talk “busi- 
ness,’ too. Only our business is running 
a house. 


“And anything that makes that job 
easier makes a big hit with us. 

“The finish on a refrigerator, for ex- 
ample. Offhand, you wouldn't think keep- 
ing a refrigerator clean is one of the big 
jobs around the house. Well, frankly, it 
isn’t. But it’s one of the many little things 
that add up to a big total. 
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We are business-like and we want a good 
refrigerator finish . . . one that stays white 
and one that is tough. You’ve got it! Tell 
other women about it . . . by showing 
your prospect the DULUX seal on your 
DULUX-finished refrigerator!” 


E. I. du Pont de Nemours & Co. (Inc.) 
Finishes Division, Wilmington, Del. 


“That’s why I wasn’t surprised when I 
heard that more than 80% of all refriger- 
ators made today have a DULUX finish. 


“I know DULUX. Not only as the 
whitest, smoothest, toughest finish I ever 
saw —but also as the easiest-to-keep-clean 
finish. Most spots, stains, grease and dirt 
vanish with the flick of a damp cloth. If 
the rest of the house were as easy to keep 
clean as DULUX, housekeeping would be 
much, much easier! 

“And how DULUX keeps its whiteness! 
Why, our refrigerator’s as sparkling now 
as it was the day it was uncrated. 


REG. U.S. PAT. OFF. 


DULUX 


REG.US.PAT. OFF, 


FINISH 


“You men take a tip from us women. | 
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REG. U.S. PAT. OFF. 


Norge Range Wired For Sound 


The automatic time control of this Norge electric range has been given 
a novel job by Marjorie Gibbs of Detroit, who employs it to turn on the 


kitchen radio when her favorite program is due. 


Normally the device 


provides automatic control of three cooking circuits in the range—the 
oven; utility well cooker; and the convenience outlet into which a toaster, 


percolator, or other accessory can be plugged. 


A_ selector switch 


(right of panel) determines which circuit is to be controlled. 


approval to such abandonment or 
changes. Undoubtedly, many dis- 
tributors have committed themselves 
to their factories and many dealers 
have committed themselves to their 
distributors on the basis of the 
volume they expected would develop 
from the campaign as presently set 
forth. 

“It is my present understanding 
that you decline to attend such a 
meeting or express your views, and 
it is my further understanding that 
you do not believe I should call such 
a meeting, but rather, that you feel 
I should contact the distributors and 
department stores individually and 
draw a conclusion from such indi- 
vidual contacts. I do not believe 
that such procedure would be fair 
to the distributors or to the dealers. 
You will still bear in mind that 
the campaign was approved. in prin- 
ciple by a small committee consist- 
ing of Cooperating Dealers and 
representatives of department stores 
—among which your’ department 
store had its own representative and 
at a later date, the campaign was 
approved, not only in principle, but 
in detail, by representatives of the 
department stores and the cooperat- 
ing dealers, and at which meeting 
your store also had its own repre- 
sentative present. 

“I cannot conceive of a more fair 
approach to a determination of what 
the dealers, the department stores, 
and the distributors want’ than 
through the meeting which I have 
suggested to you, and at which 
meeting this company would take an 
entirely neutral position. 

“If you should alter the views 
which you have expressed to me as 
to this meeting, please let me know 
so that it may be held within the 
next two weeks, for our plans will 
have progressed to too great a 
degree to be modified beyond that 
time.” 


William Sommers Opens 
New Appliance Store 


HORTONVILLE, Wis. — William 
Sommers has opened his new furni- 
ture and appliance store here. The 
store’s appliance department features 
G-E radios and vacuum cleaners and 
Hotpoint refrigerators and washers. 
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Mills Condensing Units 


By Mills Novelty Company 
4100 Fullerton Ave., Chicago, Ill. 


_ THE MODERN FINISH FOR MODERN LIVING...It saves work kk kkkkkk 


Premiums Are Given 
On Philco Sales 


(Concluded from Page 1, Column 1) 
removable crisper, self-closing evapo- 
rator door, and glass cold storage 
tray. The LR-6 has as features a 
non-refrigerated reserve storage bin, 
a large moonstone cold storage tray, 
and a sliding crisper drawer. 

Other sixes in the low-priced line 
are the LX-6, at $129.95, and the 
LS-6, at $149.95. This last model 
has a closed meat storage compart- 


Kitchen Radio-Clock 


ment, two sliding crisper drawers, 


adjustable sliding shelf, and dry 
storage bin. 

The special promotion is_ being 
announced through an_ extensive 


advertising program, the company 
said, to be supplemented with display 
cards, window streamers, and direct 
mail literature. 


Birds Eye Promotion Ups 
Deluxe Model Sales 


PHILADELPHIA-—Sales of Philco 
deluxe model refrigerators have in- 
creased 42% since the promotional 
tieup with Birds Eye Frosted Foods 
was launched, James H. Carmine, 
assistant general sales manager of 
Philco, declares. 

This announcement was made 
following a coast-to-coast circuit by 
Carmine during which he checked 
dealers and distributors on their 
sales and merchandising activities 
and made a first-hand study in the 
field of the results of the Birds Eye 
promotion. 

“In a majority of instances, the 
Birds Eye dealer has a Philco on 
display in his store and has made 
use of the literature placed with 
him. In St. Louis the first seven 
Birds Eye dealers contacted by our 
distributor each purchased a_ unit.” 

Carmine pointed out that the 42% 
increase in sales of Philco “advanced 
design” models might easily be 
bettered when distributors’ reports 
for the present week come in, since 
the promotion is only now really 
getting under way in some sections 
and the full benefits cannot be 
reflected in preliminary reports. 

“My survey and our sales reports 
both show that the LH-6 continues 
as the pace-setter in our line,” he 
stated. Results of the tieup have 
also been noted by Birds Eye, accord- 
ing to Carl R. Kolb, sales promotion 
manager. 

“In Cleveland alone 34 of our 
dealers had already arranged last 
week for Philco refrigerator displays 
in their stores,” Kolb stated. 
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Every woman can see at a glance the advantages of the shelves-in- 
the-door. You don't have to argue that she needs 


Point out the amazing mechanical perfection of 1940 Crosley elec- 
trical refrigerators. A woman will listen. It's impressive. BUT 
she's mentally stacking eggs in the Shelvador — packing fruit on 
its shelves — filling it with little items. She's selling herself that 
she needs 


Oe CONVENIENCE 


A woman takes the many features of Crosley refrigerators for 
granted. She acknowledges the superiority you claim —BUT, her 
attention is really on the Shelvador. It takes no elaborate explana- 
tion to show her how handy it is. She's convinced of 


2 CONVENIENCE 


Mees oe 


N a Selling Crosley refrigerators is just this easy. It’s a different selling 

. om story. It’s an ‘‘exclusive’’ selling story. ‘Convenience’ is what 

| sf women want most in refrigerators. You can demonstrate that the 

oo Shelvador has it. And you can prove that the Shelvador permits 

: M4 the storage of more food than any other refrigerator built. 

| Fil 

f 

; 

d 

‘ Here's the best ‘step up’ of the industry. 18 models. Crosley incorporates the best features of 1940 electric 
$10 and $20 steps—each logical and easy to sell. refrigeration, and as a big ‘‘plus’’ Crosley has the Shelva- 


; dor. Only Crosley has it. Only Crosley dealers have this 
Shelvadors sell at $99.95 to $249.95 with models de- a ah ~ipas: Tey" 
signed for easy sales steps all the way up! You can in- exclusive” feature. Cash in with it! 
stantly fit any family need and pocketbook! There's no Prices slightly higher west of the Rockies. 


high jump ee long profit models. WIRE = PHONE = WRITE 


your distributor or the Crosley factory. 


The CROSLEY CORPORATION, CINCINNATI, 


Powel Crosley, Jr., President, 
Home of the “‘Nation’s Station’’—WLW-—70 on your dial. 
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Appliance Stores Show 
15% Sales Gain For 
January and February 


WASHINGTON, D. C.—Sales by 
household appliance stores in 34 
states for the first two months of 
the year showed gains well in 
advance of those reported by inde- 
pendent retailers as a group, ac- 
cording to figures compiled by the 
Bureau of the Census from reports 
of 21,426 firms. 

Sales by 307 household appliance 
stores were reported for the two 
months, and were 15.3% higher than 
the corresponding period of 1939. 
National average of reporting stores 
was 9.8% ahead of the first two 
months of last year. 


FEBRUARY BEST MONTH 


For January, household appliance 
stores showed sales 14.1% higher 
than 1939; for February, sales by 
these stores were 17.2% above those 
for the preceding year. 

Motor car dealers were the 
greater sales gainers for the first 
two months of the year, with 22.4%, 
while sporting goods dealers, with 
15.8%, and plumbing shops, with 
15.3%, were on a par with appliance 
stores for the period. 

As far as population areas were 
concerned, sales in the 2,500 to 5,000 
class showed the greatest gains, 
12.4%, with those between 10,000 and 
50,000 population registering over 
11%. 

All types of businesses reporting 
showed gains for the two months 
over comparable figures for 1939, 
and nine states showed gains of 


more than 12% for the two-month 
period. They were, in the order of 
their rank: Idaho, Ohio, Oregon, 
Illinois, Washington, Florida, Con- 
necticut, Arizona, and Utah. Both 
Michigan and Pennsylvania sales 
reported were more than 11% 
higher than for the same period 
of 1939. 


Profit of $201,746 
For 1939 Reported 
By Barlow & Seelig 


RIPON, Wis.—Barlow & Seelig 
Mfg. Co., manufacturer of Speed 
Queen washers, reports net profit for 
1939 of $201,746.61 after provision 
for federal and state taxes, equiva- 
lent to $2.12 per share on the class 
“A” common stock outstanding. This 
compares with $67,834.90, or 71 cents 
a share, in 1938. 

Gross sales for 1939, less returns, 
allowances, and cash _ discounts, 
totaled $3,332,968.07, compared with 
$3,186,469.87 for 1938. Dividends of 
$1.20 per share on class “A” com- 
mon stock, and of 30 cents on class 
“B” common stock, were paid during 
the year. 

Working capital of $700,090.98 was 
reported by the company as of Dec. 
31, 1939, compared with $656,480.25 
at the end of the previous year. 

Net profit of American Ironing 
Machine Co., the company’s partially 
owned subsidiary, were reported at 
$21,010 for 1939, against $19,095.88 
for 1938. Gross sales of the com- 
pany, less returns, allowances, and 
cash discounts, were $543,667.42, 
compared with $247,258.46 for the 
year 1938. 


Top Norge Gas Ranges 
Have ‘Special’ Burner 


DETROIT—Two major series com- 
prise the 1940 line of Norge gas 
ranges: the “Even-heet” group, de- 
signed for the low price market and 
for multiple dwelling sales; and the 
“Super-Concentrator” models, built 
around an exclusive type of burner 
perfected by Norge engineers. 

The burner differs from conven- 
tional practice in that the flame is 
directed from the outside of the gas 
ring toward the center, resulting in 
longer flame travel across’ the 
utensil base and consequent gas 
economy, it is claimed. 

Patented ‘“Reflecto-Plate” under 
each burner salvages downward heat 
and focuses it back against the 
utensil. A dual purpose valve for 
these burners permits control of 
flame for slow simmer or waterless 


cooking. A two-burner griddle is 
provided for pancakes or ham- 
burgers. 

The “Super-Concentrator” line in- 
cludes four models, with large 
tank-type porcelain enamel ovens 


and automatic control of oven heat 
to permit either slow roasting or 
fast baking. Certain models are 
available with the ‘“Handi-Hi” 
broiler, which is so located as to 
permit convenient inspection without 
stooping. 

In the low-price “Evenheet” series 
are four basic models: a 20-inch 
cooker, a 30-inch apartment house 
range, and two 37-inch ranges, one 
with a center cook top and another 
with a divided cook top. All are 
finished in acid-resisting white porce- 
lain, with plastic hardware. 
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TYPE 1535 
Selected Range Control 
permits only limited ad- 
justment by the operator. 


_ differential, you know White-Rodgers pressure controls will back you up. The cali- 
vs brated, easy-to-read dials, the sturdy, high capacity switch and the convenient lever 
or screwdriver adjustment are specific characteristics of these controls that will give 
_ your customer what you promise. 
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Smoothing the Range Sales Job 
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To help electric range salesmen tell a more orderly, convincing sales 

story, General Electric has prepared a “cooking rebus,” which uses 

such simple articles as a can of baby food, a flashlight, a Calrod sample, 
and a box of matches to get across featured points. 


‘Extra Savings’ Is Theme 
Of Easy Spring Drive 


SYRACUSE, N. Y.—A _ packaged 
spring selling plan designed to step 
up sales of higher-priced washers 
has been announced to dealers by 
Easy Washing Machine Corp. The 
plan is based on the savings that 
the housewife can effect by washing 
“extras,” such as_ blankets, slip 
covers, curtains, rag rugs, etc., that 
are not usually laundered at home. 


The selling strategy is built 
around a program of “spring clean- 
ing economy demonstrations,” in 
which the dealer salesman shows by 
actual test how “extra” items can 
be washed at home. Prospects see- 
ing the demonstration are given a 
new book by Della Lutes, home 
economics expert, which tells how 
“extra” items can be washed in an 
Easy machine. 

Part of the promotion package is 
a check-chart which is used by the 
salesman as a sales closer. After he 
has demonstrated how spring clean- 
ing savings can be made, the sales- 
man invites the woman to calculate 
how much she can save in her own 
home. 


New G-E Water Heaters 
Are of ‘Kitchen’ Type 


BRIDGEPORT, Conn.— Two new 


electric water heaters, one round 
and the other square in _ shape, 
designed specifically to implement 


new or modernized electric kitchens 
but equally appropriate for general 
purposes, have been announced by 
General Electric. 

The new round-type heater has a 
10-gallon capacity, and is approxi- 
mately 17% inches in diameter and 
31 inches high. It was designed to 
fit under the work surface in a 
kitchen, and particularly for use 
with the G-E electric dishwasher. 
Bearing the model number G101A, 
the heater is finished in white. 


The new _ square-shaped heater, 
model G189A, also finished in white, 
has a_ galvanized copper _ bearing 
steel tank with a capacity of 18 
gallons. It is 21 inches wide, 22% 
inches deep, and 36 inches high. A 
backsplasher can be supplied as an 
accessory, or as part of the water 
heater, and is designed for installa- 
tion next to and in harmony with 4 
General Electric range or other 
standard-height appliance or cabinet. 


Dramatizing the Water Heating Sales Story 


WOULD YOU BELIEVE IT! 
bOUR NA CUP 
OF COLD WATES 


cht A CUP OF ¥ 
HOT WATER 


This “action demonstrator’ has been developed by Hotpoint to open 

the way to a sales talk on the advantages of electric water heating- 

The 2-gallon Voguette unit is used, and the “free refreshments” offer 
has traffic-stopping appeal. 
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Cooper Switches To “Appliance Specialists’ 
For Better Service To Dealers 


CHICAGO—Specialization of man- 
power is the keynote of sales policy 
of R. Cooper Jr., Inc., Chicage Gen- 
eral Electric distributor. Steve 
Maher, vice president and general 
sales manager of the distributorship, 
declares that this policy permits 
contacting the firm’s dealers at fre- 
quent intervals, and gives the dealers 
specialized service on the products 
sold. 

General line men for the company 
who represent the Cooper organiza- 
tion on matters of general policy, 
credits, and sales promotion are 
W. R. Hadac, formerly credit man- 
ager who was transferred to the 
sales department April 1 of this year; 
H. C. Hockett, W. M. Scanlan, C. L. 
Dobbs, vice president in charge of 
sales; S. D. Darley, vice president in 
charge of Peoria activity; W. E. 
Vaughn, who contacts dealers at 
Peoria; E. H. Levec, division man- 
ager, Rockford; and his assistant 
Cc. C. Bush. 

Ben Roman is in charge of dealer 
territory adjacent to Chicago, H. F. 
Arnold is utility specialist for the 
company, and Frank Fisher is 
special representative assigned to 
the Commonwealth Edison Co. 

Apartment house sales are in 
charge of Harry L. Cagney, manager, 
who is assisted by N. A. Murphy, 
Ray Kranz, C. Belfield, T. Hartwell, 
Bob Hendrikson, and Fred Mackie, 
customer research engineer. 

Home laundry equipment is sold 
by L. A. McKenzie, manager, G. E. 
Riley, and James Grieco. 

W. H. Leahy is manager of the 
kitchen department, which handles 
dishwashers, disposals, and kitchen 
cabinets. He is assisted by E. Brady 
and E. T. Larkin. 

Walter O’Halloran is manager of 
the radio department, and L. Litt 
and C. E. Orrison are engaged in 
promoting radio sales. 

W. R. Mesaros, Paul Schilling, and 
Ray Kranz are all engaged in dealer 
contact work specializing in vacuum 
cleaners. 

Mr. Maher reports that the new 
sales policy is operating to his entire 
satisfaction and that success of the 
specialization idea is being reflected 
in current sales of the company. 

“Dealers need a lot of supervision, 
service, and help—and we are giving 
it to them,” Mr. Maher said. ‘The 
result is we sell more General Elec- 
tric appliances. 


South Jersey Appliance Show 
Aids Spring Business 


CAMDEN, N. J.—Electric refrig- 
erator and appliance sales in this 
area, currently reported to be run- 
ning from 20 to 35% ahead of 1939, 
were given added impetus by the 
South Jersey Home Appliance Ex- 
position, held April 3 to 6 in 
Convention Hall here under sponsor- 
ship of the Electrical League of 
South Jersey. 

An entertainment program on 
afternoons and evenings helped to 
bolster attendance at the show, as 
did television demonstrations staged 
in connection with the event. 

Shown at the exposition were 10 
makes of refrigerators (Westing- 
house, G-E, Frigidaire, Kelvinator, 
Hotpoint, Norge, Stewart-Warner, 
Crosley, Electrolux, and Philco), 
three makes of air conditioners 
(Westinghouse, Philco, and G-E), 
five makes of ranges (G-E, Hotpoint, 
Westinghouse, Frigidaire, and 
Norge), as well as washers, oil 
burners, water heaters, radios, and 
other home equipment. 

Appliance dealers participating in 
the show included Gannon’s, P. 
Nehling, The Naden Store, Electrical 
Center, Everly Engineering Co., 
Marian B. Middleton, Murphy Serv- 
ice, Whitehill, Public Service, Bor- 
Stein Electric Co., Hurley’s, Shu- 
man’s, The House of Ruttenberg, 
Antrim Hardware Co., A. P. Davis 
Co., Judson C. Burns, Circle Credit 
Co., and Leymann’s. 


Roos Electric Co. Adds 


Westinghouse Line 


DALLAS, Tex.—Edwin Roos of 
Roos Electric Co. has expanded his 
business to include the merchandis- 
ing of Westinghouse electric refrig- 
erators. 


‘Magic Lock’ Contest 
Is ‘Key’ To Leads 


ASHEBORO, N. C.—C. F. Smith & 
Son, Norge dealer here, has increased 
its floor traffic considerably of late 
by staging one of those “mystery 
lock” contests. 

In this promotion’ stunt, the 
“mysterious lock’ was fastened to 
a new Norge refrigerator. Then a 
total of 1,005 free keys were dis- 
tributed throughout the community, 
accompanied by tags urging the 
recipients to come down to the store 
to try their luck. Five of the keys 
distributed would open the lock, and 
each holder of one of these lucky 
keys was thereby entitled to a 
$12.50 credit slip to be applied on 
the purchase of any Norge appliance. 


Dr. Dafoe Is Lecturer 
At Albany ‘Schoo!’ 


ALBANY, N.:Y.—Dr. Allan Roy 
Dafoe, the little country doctor who 
gained world-wide fame when he 
brought the Dionne quintuplets into 
the world, was the big feature at the 
Albany Times-Union cooking school 
which drew 2,300 homemakers to the 
Palace theater here recently. 

Dr. Dafoe thrilled the audience 
with a first-hand account of his part 
in the “birthday drama” of the five 
little girls, and of the fight to bring 
them to their present healthy condi- 
tion. The talk served as an interest- 
ing prelude to the cooking school, 
which featured demonstrations by 
home economists from Albany Ga- 
rage Co., Kelvinator-Leonard dis- 
tributor, and New York Power & 
Light Co. 

Miss Emma Renaud, head of the 
home _ service department of the 
utility, featured her demonstration 
with a “spring menu” and explained 
the advantages of modern cookery. 


Leonard Sales In lowa 
Higher Than All ‘39 


DES MOINES, Iowa— Sales of 
Leonard refrigerators in the terri- 
tory of A. A. Schneiderhahn Co., 
Leonard distributor in Iowa, western 
Illinois, and northern Missouri, for 
the first three months of the year 
were equal to the entire Leonard 
volume in this territory for all of 
1939, this company reports. 


Dealer meetings recently were 
held in Davenport, Sioux City, and 
Mason City, as well as in Des 
Moines. Attendance at these meet- 
ings was the largest in the com- 
pany’s experience as Leonard dis- 
tributor during the past eight years. 
The meetings were conducted by 
Walter Jeffrey and Don C. Rulo of 
Leonard, and G. W. Onthank. 


Named Store Manager 


DALLAS, Tex.—Joe Bernstein is 
now manager of the Knox St. Appli- 
ance Co. here. 


Minneapolis Dealership 
To Sell Philco 


MINNEAPOLIS — Klein Electric 
Appliance Co. has been organized 
at 1030 Marquette Ave. here by 
Victor Klein and Walter Cohen. The 
firm will handle Philco refrigerators 
and radios, Hotpoint refrigerators, 
and G-E small appliances. 


Manages | Refrigerator Dept. 


LINCOLN, Neb.—Fred Stageman, 
for 18 years with the Union 
Outfitting Co. at Omaha, has joined 
Rudge & Guenzel department store 
here as merchandise manager in the 
electric refrigerator department. 


New Leonard Dealer 


ASHEBORO, N. C.—Miss Marion 
Stedman, proprietor of Marion’s 
Furniture Shop, has obtained the 
local dealer franchise for Leonard 
refrigerators, Marion ranges, ABC 
washers, and RCA radios. 
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THE STEWART-WARNER DUAL-TEMP OFFERS YOU THE ONLY COMPLETELY DIFFERENT 
AND EXCLUSIVE SALES STORY IN THE INDUSTRY—AND THE MOST POWERFUL ONE! 


NEW! FREEZING LOCKER at 22 below freezing holds over 50 pounds of 
food—offers savings and safeguards never known before! Preserves fresh- 
ness and flavor for weeks at a time! Greatest demonstration feature in years! 


NO WILTING AND DRYING! Genuine high humidity in every inch of the 


regular storage space! 


STERILE AIR! Sterilamp rays kill bacteria, prevent mold, eliminate ice 


box odors! 
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NO DEFROSTING! No moisture stolen from foods to form frost! 
NEW ROOMINESS! Full shelves clear to the top—no frosty coils! 


Get all the story from your Stewart-Warner distributor — or write Stewart- 


Warner Corporation, Chicago. 


oT EWART-WARNER 


REFRIGERATORS 


A DEPENDABLE PRODUCT BY A DEPENDABLE COMPANY 
Also Makers of Magic Keyboard Radios and Electric Ranges 
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PRODUCT 


satisfied 


ANOTHER STEWART-WARNER 


sale. Remember? 


before? 


if you sell... 


buyer... 


| & used to make real money on a refrigerator 


But your discount on today’s $119—or $99—or 
$89 sale is darned small potatoes compared to your 
discount on the $199—or $219—or $249 you used 
to take in. . . and that several thousand smart 
dealers are still taking in today! 


Prices are down because saturation is up. But 
what does that make you? With prices cut to half 
what they used to be, can you locate and sell twice 
as many prospects, to make the same income as 


You used to get good prices because you sold 
housewives a replacement for their old ice boxes— 
sold them far better food and health protection 
than they had ever known. Today those same house- 
wives are still able and willing to pay good prices for 
something BETTER. But they’re not interested in 
“the same old thing—priced cheap.” 

The proof? Several thousand dealers, with the 
higher-priced, higher-profit Stewart-Warner Dual- 
Temp, are selling 60% replacement business against 
around 25% for the rest of the industry —by selling 


a new, far better kind of food protection to replace 
the kind you’re still selling! 


You too can “dig big potatoes, not little ones,” 


—the only refrigerators that answer every objec- 
tion and every demand of the replacement 


—the only refrigerators that prospects can’t 
duplicate down the street at a lower price... 


—the only refrigerator that replaces the well- 
known faults of other refrigerators with ad- 
vantages never before offered! 
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AIR CONDITIONING & REFRIGERATION NEWS, APRIL 17, 1940 


Make Canvassing a Habit 


Winner of Modern Kitchen Bureau Water Sites 
Prize Outlines His Selling Methods 


Editor’s Note: We recommend this as one of the most complete 
plans of procedure for an individual salesman that’s ever been 
described. While it outlines a method of selling water heaters, 
the ideas and procedure could be used in selling any appliance. 


This letter by Mr. Orr won the national first prize in the 
Modern Kitchen Bureau’s contest for retail salesmen for letters 


on “How I Sell Electric Water Heaters.” 


Testifies Mr. Orr of 


his plan: “The ideas that follow are practical ones gathered 
from the field. They are my tried methods of selling. They 
recently sold (with my help) 33 automatic electric water 
heaters and 43 electric ranges in 52 days.” 


By Henry H. Orr, Jr., Duke 


MY BELIEF IN THE ELECTRIC 
WATER HEATER 


Four years of getting the prospect 
and the electric water heater together 
has convinced me of one unimpeach- 
able fact:—“Customer satisfaction 
with electric water heating far 
exceeds any other appliance yet 
sold.” 

One lasting punch completely sold 
me on the perfection and high 
efficiency of this ideal appliance. 
It was the third heater I sold, and 
the most important one I have ever 
sold—because I sold it to myself, 
and now, after four years I have 
almost forgotten how I telephoned 
home to have someone light our old 


MUELLER 
PACKLESS 


’ 


VALVES 


/s a Syphon Bellows 
RS Tae 


Packless, leakless, service- 
free for life. 


Thatis what Mueller Valves 
offer the user, thanks to 
Sylphon Bellows — the 
seamless, jointless, all- 
metal seal that has solved 
the problem of confining 
refrigerants, under various 
pressures, for so many 
manufacturers in the 
Industry. 


The Sylphon Metal Bellows, 
pioneered by Fulton 
Sylphon, has been the sub- 
ject of continuous research 
and development for more 
than 35 years. 


Consult with our engineers 
... let them tell you about 
the advantages and econ- 
omies of the Sylphon 
Bellows. Ask for Bulletin 
-HO-511. 


THE FULTON SYLPHON CO. 
(VILLE. TENNESSEE 


- 


Power Co., Greenville, S. C. 


heater for me when contemplating an 
early appointmetc and not having 
time to wait on the water to heat 
after arriving home. Yes, indeed, 
my home is truly equipped with hotel 
hot water service. 

| have found that believing in the 
electric water heater as the ONLY 
way to heat water is responsible for 
most of my sales. I know general 
acceptance of electric water heating 
is INEVITABLE. 


HOW AND WHERE MY 
PROSPECTS ARE SECURED 


Since I am a utility salesman, all 
of my prospects are my customers, 
day in and day out. I did not 
utilize this fact until two years ago 
when I sat gazing at the huge 
ledger books that contain a record of 
all electric customers, their bills, 
and how quickly they pay for 
electric service. Truly a mine of 
information if used right. 

For two years now I have used 
these ledgers to get out my general 
prospect list and they have indeed 
been gold mines. I go through the 
ledgers in my territory, meter by 
meter, and copy down all bills of 
over $3 a month that are paid 
promptly. I copy down the full 
name, address, and their average 
bill for electric service. I list these 
names in street order so as to use 
my time efficiently and not run from 
one end of town to the other. 

I also get the names of electric 
range and refrigerator users from 
our service file. I have found range 
users to be the best prospects. The 
bookkeeping department informs me 
when appliances are to be paid up. 
Then I check with building permits, 
architects, builders, and real estate 
developers, for new houses, often 
returning them a service for whole 
hearted cooperation. 

I usually try to do my trading, 
gas, groceries, etc., in the heart of 
my territory and I let these trades- 
people know that my money comes 
from the prospects they have given 
me. 

To my special list of prospects I 
have found that all barber shops, 


Prize Letter Writer 


HENRY H. ORR, JR. 


beauty parlors, doctor’s offices and 
homes, dairys, and many eating 
places make excellent prospects. I 
am on the lookout for modernization 
of homes and always notice the 
papers for announcements of engage- 
ments, marriages, and blessed events. 
In the summer, I notice smoke 
coming out of certain chimneys, and 
from our contract desk, I can 
immediately learn new people mov- 
ing to town. 

From the users, I have not only 
gained many good prospects but 
actual aid in selling these prospects 
electric water heaters. Company 
employes cooperate with me by turn- 
ing in live prospects and this aid 
has been very effective in getting 
quick sales from their friends or 
relatives. I pay $1.50 for each of 
these sales and I have no reserve 
list. 

I have learned from “beating the 
bushes,” that it is impossible to get 
volume sales from a small prospect 
list. 

MY SALES TOOLS AND 
OTHER HELPS 


| have found that “tools” in the 
selling of electric water heaters are 
just as important to the salesman 
as the propeller is to the airplane. 
This fact seems to have been gen- 
erally overlooked. 

Just before a sale begins, I gather 
certain useful information. From 
the ledgers I have copied over 
one hundred electric water heater 
bills, after each heater I have kwh. 
consumption, with bill in dollars and 
cents for the last 12 months. These 
I have grouped in sections so I can 
produce a list of names at any time 
with many users known by the 
prospect in his section of town. 

I have also grouped the smaller 
bungalows together, and the larger 
homes together and averaged these 
type heaters up over a period of a 


- year. 


Thus, I never answer the question: 
“How much is the operating cost?” 
I merely hand my prospect the 
operation sheet of like homes and 
people they know, telling them there 


Get those SHARP-FREEZE Jods! 


ZERO PADS 


STREAMLINED TO 
THINNER THAN A 
LEAD PENCIL 


(COLD 
PLATES) 


@ Peerless turns in another scoop! This time with Zero Pads—made to order for 

quick profits in one of the livest refrigeration fields. Less than %" thick, with an 

ingenious construction which eliminates coils... Zero Pads are all prime surface! 

Use them as actual shelves in hardening rooms, sharp-freezers, etc. Equally efficient 

where temperatures above freezing are required. Write the nearest Peerless factory 
or see your jobber for full information. 


Midwest Factory, General Offices—515 W. 35th Street, Chicago 


NEW YORK FACTORY PACIFIC COAST FACTORY SOUTHWEST FACTORY EXPORT DIVISION 
43.20 34th Street 3000 South Mein St 2218 N. Herweed S$. P. O. Bex 636 
Leng islend Cty lee Angeles, Cail’. Delles, Texes Detret, Mich. 
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is no use guessing, that here are the 
actual bills, user’s name, address, 
and time. 


This is definite—not vague or gen- 
eral. It always satisfies the operat- 
ing question and washes out doubt 
that must be overcome before the 
sale can be made... . Or perhaps I 
have averaged all of the heater 
bills on one street and sent out 
personal postcards to all non-users 
saying there are so many heaters 
on Jones Street and their average 
cost is only a few pennies a day. 

This year, in one block, I had 14 
users out of a possible 28 homes so 
I had blueprints made of the block 
with notations of where the electric 
heaters were located. Then I showed 
these prints to the 14 other non- 
users and many other skeptical pros- 
pects who still thought electric 
heating of water was in the experi- 
mental stage. This print amazes 
them and gives them the idea that, 
maybe, after all, they are using 
semi-primitive means of heating 
water. 

Those users who have voluntarily 
thanked me for selling them a heater 
have gladly given me _ testimonial 
letters. I find that showing these 
letters to the prospect and asking 
him to call any of the many users 
is good practice for this will usually 
dispel any doubt about the only 
perfect way of heating water, for 
many times he recognizes intimate 
friends in the user group. 


I put these tools in a good leather 


portfolio (not too large to attract 
undue attention) that contains a 
tape measurer, candle and paper 
clip, manufacturer’s catalog and 
specifications, facts about hot water, 
(temperature and uses), a blueprint 
of the various ways of connecting 
(such as in series in the basement), 
and a sample heating unit. Also 
effective is an X-ray visualizer of 
the heater in its various phrases of 
construction, a thermometer, and 
attractive hand out pieces. 

I have found it wise to know the 
summer, winter, and mean tempera- 
ture of the local tap water, together 
with a working knowledge of how 
many gallons of water one kwh. 
and one cent will heat. I make sure 
that these tools are placed in good 
working arrangement so I will not 
“act like a blind dog in a meat- 
house” when I need information. 
Prices of the various size heaters I 
learn and memorize immediately. 

My wealth of sales helps mean 
that I do not have to depend on a 
set canned sales talk but have many 
things on the tip of my tongue in 
case I have the opening for an 
effective use. The tools I have found 
essential, but I must use judgment 
and flexibility to get the most good 
from them. I must not only know 
what tool to use, but how, and when 
to use it. 


CANVASS APPROACH AND MY 
FIRST INTERVIEW 


Of course, it is best to call on the 
prospect at the psychological time 
when his or her mind is on hot 
water or the absence of hot water. 
This can usually be done on recalls 
but I have found that to be success- 
ful I must call on all prospects on 
every street and make it a habit 
every day. I plan the night before 
and make out a list of prospects on 
one street. Next morning I leave 
our salesmeeting at about nine 
o’clock, drive out to my _ selected 
street, park the car, and start out. 


Usually I find that the man gen- 
erally signs the contract for the 
water heater. However, this time 
from nine to 12 o’clock in the morn- 
ing is next in importance to the 
actual closing of the sale for here 
your prospects are weeded out in 
their importance and need of appli- 
ance. 

I try to dress neatly and con- 
ventionally, and realize that the 
FEW minutes after I ring the bell 
(not long or loud) are the most 
important minutes of the entire sale. 
The first impression is usually last- 
ing and | must be especially smooth 
and pleasant to avoid any irritation 
on my first call. 

Many times the prospect is in a 
bad humor, busy, or has been already 
disturbed by house to house men 
who do not offer such a legitimate 
Service as I am offering. When the 
homemanager comes to the door, I 
smile and introduce myself: “Mrs. 
Jones, my name is Henry Orr, Jr. 
(never Mr. Orr to a prospect) with 
the Duke Power Co. May I come 
in?” I have found that these four 
words get me in over 50% of the 
time, even with a total stranger at 
the door. 

| have found that selling anything 


through the door is next to impos- 
sible. If a servant comes to the 
door, I state that I am Mr. Orr of 
the Duke Power Co. and would like 
to see Mrs. Jones. 

Very often the servant comes back 
and asks what I want. I find this 
one of the hardest situations to get 
around for I have never believed in 
using trickery, or misrepresenting 
myself as a free service man, or 
pretending that I got the house 
mixed up with the next house, for 
after all, I have a very beneficial 
advantage and service for the pros- 
pect and I am not ashamed of it. 

Usually people who employ serv- 
ants in my territory have electric 
ranges and with few exceptions 
when an electric water heater is 
installed their range bills decrease 
so I am sincere when I send word 
by the servant to Mrs. Jones that 
Her bill has been averaging so much 
and I would like a few minutes to 
tell her how I can cut her cooking 
bill by our special water heating 
rate. This is true in my territory 
for nearly all electric range owners 
heat some quantity of water on their 
ranges. 

In some cases, the decreased cook- 
ing bill has nearly offset the water 
heater bill. This also applies to all 
types of stoves. I find that mention- 
ing the prospect’s own money usually 
creates interest. 

If at the front door on my first 
call, I get a stall, or the prospect is 
truly busy, ill, just fixing to go out, 
or has company, then I ask for an 
appointment at the earliest con- 
vient time when husband and wife 
are together. I! do not try to force 
my entrance. Usually the prospect 
senses that I am _ no _ ordinary 
canvasser for I know her name, and 
furthermore, have been studying her 
electric bill. 

The first thing I do is to try to 
get Mrs. Jones thinking of the 
deficiencies of her method of heating 
water without knocking that method. 
In other words, I don’t come right 
out and say “Mrs. Jones, your heater 
is terrible,” instead I try to lead 
her into telling me that indeed, she 
has a hot water problem. 

I have found that when one knocks 
the prospect’s particular type of 
water heater that invaribly the 
prospect will rise to defend their 
possessions, and sometimes, get quite 
hot about the matter. On the other 
hand, instead of telling her that her 
heater is awful, I have received far 
better results by asking her if their 
heater didn’t cause her a lot of 
extra trouble and worry without 
giving her the service she would 
like. Invariably, she will open up 
and tell me of the nuisance, dirt, and 
the many disadvantages that I have 
not even been aware of, provided I 
know how to put the question to her 
in the right way. 

Often, I am told that since the 
prospect has a servant, that they 
may as well fire the heater and there 
is no need for an automatic type 
since the servant might as well be 
doing something. I finally learned 
to overcome this objection by point- 
out that good servants are hard to 
get, and harder to keep, which is 
readily admitted. I tell them that 
the servant will be much better 
satisfied, can do her work better and 
quicker, that usually the servant 
does not come early enough in the 
morning to get Mr. Jones’ bath good 
and hot, and that in time of sickness 
or emergency at night there is no 
hot water. 

I point out that the first thing 4 
doctor asks for is very often—hot 
water. (I use this on my doctor 
prospects too as they turn out to be 
the best boosters.) 

I always try to remember that 
1 must create values before mention- 
ing the price and have found an 
easy yet sure way of getting around 
the question without anomosity, by 
countering with the fact that there 
are many different sizes. Then I 
start asking questions about how 
many in the family, home laundry, 
babies, servants, water bill, number 
of baths, house guests, and other 
maximum day requirements. These 
questions give me much ammunition 
to use on my recall when husband 
and wife are together. 


On these morning calls, I try t0 
whet up the appetite, and then 
make an appointment for the same 
night, for I have found that when 
a family spends over a $100 for 
an appliance, the husband and wife 
like to be together, and this is # 
definite advantage to the salesman 
because he can answer all objec 
tions and there can be no_ buck 
passing. 

(Concluded on Page 7%, Column 1) 
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No Substitute For 
Canvass, Orr Says 


(Concluded from Page 6, Column 5) 
THE MORNING CANVASS IS 
WHERE MY PROSPECTS FIRST 
GET LIFE—THERE IS NO SUB- 
STITUTE! 


MY APPOINTMENTS AND 
RE-CALLS 


On the morning canvass, I have 
tried to get an appointment late in 
the afternoon or at night when the 
prospect will be relaxed from the 
day’s work and comfortable, with no 
detracting thoughts, and in an 
agreeable mood. Before I call, I 
must remember that just because 
electric water heating is old to me, 
and I know nearly all of its advan- 
tages, that it would be harmful if 
I forget these advantages, in fact, it 
has been hard to remember that 
while there may not be anything 
new to me about the water heaters, 
that everything about them is new 
to my prospect. I should mention 
every detail that is an advantage to 
the prospect. 

Usually, at night, people do not 
feel as rushed and before I start on 
my sales story I try to find some- 
thing about the _ prospect, _ their 
children, or their home that I like. 

Sometimes, I start my story by 
mentioning that running cold water 
is such a wonderful advantage 
(farmers who have recently installed 
pumps fully appreciate this). The 
prospect usually looks a little 
funny and I go on and point out 
how fine it is to turn the cold water 
faucet and get cold water anytime 
day or night. 

Then I inform the prospect that 
there are only three vital uses of 
cold water-—drinking, putting in ice 
trays, and washing off vegetables— 
whereas there are hundreds of uses 
of hot water. I show them a pre- 
pared list of some of those uses. 

At the beginning and all during 
my story I let the prospect talk 
freely, and if there are objections, I 
never argue but overcome each 
objection thoroughly before dismiss- 
ing it. 

For instance, if a prospect claims 
the operating cost is too high, I 
agree that his statement was true 
five years ago, before our special 
rate, but these actual bills of his 
friends will show him what a change 
has been made in the last five years. 
Perhaps his home is small and com- 
pact and I can point out that the 
hot water runs in his house are 
unusually short and that he would 
have an especially efficient installa- 
tion. 

Soon, I give him a _ complete 
presentation, naming all the advan- 
tages and explaining the construc- 
tion. 

I point out that it is more con- 
vient than the electric refrigerator 
or range because you have no load- 
ing or unloading to do—you only 
turn the faucet and immediately 
your quiet, forgotten hot water 
heater sends you hot water. 

It is self-starting, self-stopping, 
needs no regulating, no adjusting— 
it is as modern as an electric light— 
it is so cool and gives off less heat 
than a hundred watt lamp—it is 
clean because there is no flame or 
by-products of combustion—that it 
is as dependable as night and day 
due to the absence of any so-called 
moving parts—that the unit is 
immersed in water and operates at 
about one-tenth the temperature of 
an electric range and_ therefore, 
there is no estimating the life of the 
heater. 

Next I try to get the prospect to 
Visualize the heater in his kitchen or 
basement, trying to reach the point 
where the prospect thinks of the 
electric heater as his own. Often the 
Prospect requests that we go into 
the kitchen or basement to measure 
and discuss where he would put it, 
if he bought. If he doesn’t, I pull 
out the measuring tape and ask 
where they want the heater. 

Once I get to measuring, I know 
the battle has been half won because 
I am now in the position to see his 
Set-up and heating equipment. It is 
indeed the unusual prospect who will 
tell you the strict truth about his 
Water heating system. 

Now I point out how a furnace 
toil uses about 20% of the total coal 
for house heating. If my figures do 
hot prove this to him, I give a 
demonstration of the paper clip in 
& candle flame under a white piece 
%f paper, showing how the cold pipe 


would interfere with the combustion 
of gases and could be compared with 
a steam pipe through his refrigera- 
tor. 

In several cases where the pros- 
pect claimed an unusually low oper- 
ating cost, I have suggested that he 
weigh his coal for one week. Often 
the figure is surprising to him. 

| always try to word my questions 
so that | will-get a positive answer 
—yes—and try to avoid a negative 
question that requires the answer No. 

I also use my testimonials and 
show many users in his neighbor- 
hood. I am serious and in earnest 
at the close, because no one ever 
spends a $100 in a joking manner. 
I usually have the contract already 
made out and present it to the pros- 
pect telling him to sign here— 
thus, | let him know that | expect 
the order. 

Many times | do not have to ask 
for the order merely giving him a 


leading question before, such as 
“Wouldn’t it look good in your 
kitchen,?” “May we _ install the 


heater tomorrow?” There are many 
good leading questions. 


If I do not close the sale at the 
appointment, I try to leave the door 
open by telling him I'll get up some 
special information that would apply 
only to his particular case, or either 
make a showroom appointment. I 
remember though that over 90% of 
my sales have been sight unseen 
bought in the home. So I make 
notes of special interest to the 
prospect so that I may again get in 
his front door on re-calls. 


MY SHOWROOM 
DEMONSTRATION 


As soon as I make a showroom 
demonstration date, I offer to drive 
the prospects to and from _ the 
showroom. Should they prefer to 
drive their own car, I offer my 
regular parking lot, back of the 
showroom for their use because very 
often after looking for a parking 
place they are not in the best of 
humor. 


I meet them at the front door 
and immediately try to make them 
comfortable in large soft chairs 
placed directly in front of various 


models of water heaters and a 
cut away model showing the work- 
ing parts. Generally I stand and 
talk down to them and begin the 
yes parade, when the prospect dis- 
agrees with me I use the Yes,— 
But method. 

One of the most’ important 
intangible things is my _ attitude 
towards my merchandise—TI treat it 
as if it were a valuable jewel, truly 
mothering with my tone and hands 
the heaters. I comment that every- 
one admires the particular type 
heater that the prospect shows a 
preference towards. 

A complete list of all the electric 
heaters in our territory is nearby on 
a blackboard and this makes a very 
vivid impression on the prospect 
especially when it is a very large 
list. 

I try to overwork the word you. 
Other times, I always use their 
name, trying to use effective speech 
to bring out the advantage my pros- 
pect indicates he is most interested 
in. I realize the prospect came to 
the showroom because he was 
interested and it is up to me to use 


judgment and concentration to get 
the order before he leaves. 


MY CONCLUDING IDEAS 


I have found that the harder the 
prospect is to. sell, the more 
appreciative and better user and 
helper he will be. At the close of a 
special sale I have found that 
“Rabbit Punching” is most effective 
—that is, dropping by to see the 
prospect day after day with one or 
two new thoughts on water heating 
or word that the Jones next door 
have just installed a heater and 
there will be no more’ smoke 
nuisance from that direetion. 


To the builder of a new home, I 
ask why he should put an out of 
date heater in his fine modern home? 
To the prospect who swears that he 
uses too much hot water, I offer to 
put on a water meter and then tell 
him the cost of heating it electrically. 

I try to make my appeal to women 
prospects dramatic and emotional; 
to men, I use economy and facts, 
always trying to talk the prospect’s 
language. 
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PHILCO ALL YEAR ROUND | 


HOME RADIO + AUTO RADIO + TELEVISION » PHONOGRAPHS io 4 ADDRESS 


MAIL COUPON now =p’. 


ED DESIGN, 


EW ideas, brand-new, modern conveniences, 
advanced design and engineering... that’s 


what Philco promised to bring to refrigeration as the 
one effective weapon against profit-destroying, price 


competition! 


And that’s why Philco, with its Horizontal Evapor- 
ator, Giant-Size Frozen Food Compartment and other 


exclusive features, is the sensation of the industry 


today. Philco Advanced Design is building up instead 
of tearing down the dealer’s dollar margin. It gives 
him his one opportunity to SELL UP, to enjoy the 
highest average unit sale in the industry. Yes, it’s the 
one profit line in refrigeration for 1940! 


Philco LH-6 . . . Already the Fastest-Selling 


Quality Refrigerator on the Market! 


LH-6 ... already the quality leader in the refrigerator field! 
Already it’s selling in volume at a higher price and a bigger 
profit to the dealer. Because it offers advanced design... 
real, valuable extra services worth the money to the buyer! 

Philco ... backed by the most spectacular advertising and 
the greatest public acceptance in the appliance field... is 
YOUR one opportunity for real refrigeration profits in 
1940! Contact your Philco Distributor . .. mail the coupon! 
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PHILCO RADIO & TELEVISION CORPORATION 
705, PHILADELPHIA, PA. 
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; Send complete details of your Philco Refrigerator 
proposition, including discounts and credit terms. 


RADIO TUBES « PARTS + REFRIGERATORS + AIR CONDITIONERS + DRY BATTERIES 
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Willis Stafford Opens New Headquarters With a Flourish 


When Willis Stafford, one of the 
best known men in_ refrigeration 
circles in northern Illinois, opened his 
new Aurora, Ill. commercial refrigera- 
tion and service headquarters earlier 
this year, he did it with a grand 
opening that drew many of the trade, 
and which also got attention from 


opening. 


A feature 


prospects in his territory, 500 of whom 
were sent announcements about the 
was a trailer 
parked in front of the store with a 
working demonstration 
vegetable case. 
ample window display. (2) 
product display on the showroom floor. 


of Tyler’s 
(1) The store has 
Neat 


(3) Floyd Duvall of Mills and Mr. 
Stafford with a special Mills display 
unit. (4) Mr. Stafford poses with 
John Burge, Automatic Heating & 
Cooling Supply Co.; Fred Eaton, Tyler 
Fixture Corp.; Mr. Spanogle, Toledo 
Scale Co.; Floyd Duvall, Mills; and 
Joe O’Connor, Peerless of America. 
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ee 


| pum | 
ey 


Ti 
a 


t-4 


ISUMFPORT KOOLER 


opens new profit possibilities—costs only about 
existing demand at a price every 


1/5 as much—satisfies 
business can afford 


OU know that cafes, beauty parlors, 
neighborhood theaters, mortuaries, mis- 
cellaneous retail establishments—all have 
wanted summer cooling, knew they needed it, 
but could not afford expensive installations. 


The Hall Kumfort Kooler is engineered to 
enable you to cash in on this existing demand. 
This equipment costs only about one-fifth as 
much, yet it provides efficient air-cooling up 
to ten tons, at low operating cost. 


Engineered on Evaporative Principle 

In engineering circles, it has long been 
recognized that for many establishments, cool- 
ing units built around the evaporative principle 
are the most practical type. The Hall Com- 
mercial Kumfort Kooler is quickly installed, 
requires small space, does not cause interrup- 
tion in business. You can make every instal- 
lation with complete confidence, because 
Kumfort Kooler represents thorough experi- 
ence in the design and construction of 
evaporative cooling equipment. 


Offers Genuine Service Advantages 
Under average conditions, the Hall Com- 
mercial Kumfort Kooler maintains an inside 
temperature 8 to 12 degrees below outdoors. 
Because its “effective temperature” is even 
lower, because it cools through 100% fresh, 
cooled and filtered air, its installation also 
means greater employee efficiency. The in- 
stallation of a Hall Kumfort Kooler insures 
summer patronage—that’s why business oper- 

ators will welcome your representative! 

New Profits for Dealers 

It will pay you to fully investigate our 
dealer franchise. The Hall Commercial Kum- 
fort Kooler, because it is low in first cost and 
lower in operating cost, because it gives satis- 
factory service, means profits which you have 
had to pass up. Behind this product is a 
concern with a nation-wide reputation for 30 
years of reliable manufacturing. At all times, 
the home office sales department and factory 
engineering service are available when needed. 
Write us today for complete information. 

The best selling season is just ahead. 


A few reasons why HALL Commercial 


UMPORT KOOLER 
IS EASY TO SELL 


Unit cost is about one-fifth as much (or less). 
as installation costs are eliminated. 


Operating costs are extremely low, are offset many times 
business created. 


Cools to proper comfort point—8 to 12 degrees below 
“Effective” 


Greater employee efficiency results because it uses 100% 
fresh, filtered and cooled air—eliminates 3 o’clock headaches. 


dirt and odors are effectivel 
» pressure counteracts infiltration of 
many localities. 


Roto-Atomizer insures even saturation, essential to 
an effective job of air cleaning and comfort cooling. 
Cooling commences the moment the unit is turned on—no 
« long precooling period is necessary. 


PACTORY ENGINEERING SERVICE available for analysis of 
installation data and plans—additional assurance of sa’ 


» by additional 


» outdoors. 


Hall 
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HALL MANUFACTURING CO. 


CEDAR RAPIDS, IOWA 
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Gets Commercial Sale 
With 2 Household Units 


BELLAIRE, Ohio—Besting even 
the bargain-sale clothier’s cry of 
“two for the price of one,” Paul 
Shepherd, local Frigidaire dealer, 
recently offered one of his prospects 
two refrigerators for somewhat less 
than the price of one—and thus 
closed a sale that he might other- 
wise have lost. 

Here’s the story: The customer, a 
proprietor of a small restaurant, 
needed a refrigerator with a capacity 
of 12 cu. ft. or more, but felt that 
the 13-cu. ft. Frigidaire ‘Imperial” 
which Mr. Shepherd showed him was 
a little out of his price range. 

Refusing to be stymied by this 
situation, the alert Mr. Shepherd 
simply pushed two 8-cu. ft. SV-8 
models together and asked the pros- 
pect to visualize this set-up with a 
right and a left-hand door. 

The prospect did, saw the possi- 
bilities of it, and signed the order. 
So, Mr. Shepherd made his sale, and 
the customer got a total of 16 cu. ft. 
of refrigerated space for less than 
he would have had to pay for the 
13 cu. ft. in the Imperial model. 


Patman Chain Law May 
Apply To Dealers 


(Concluded from Page 1, Column 4) 


or indirect, through ownership or 
control of evidences of indebtedness, 


physical property, or other assets, 
through contract, lease, or agency 
arrangements, through inter-locking 


directors or officers, or through any 
other means.” 
The amendments suggested by 


Representative Patman also reduce 
by 50% the amount of tax specified 
per store in each bracket. In other 
words, for each store not in excess 
of 15, the tax would be $25 a store 
instead of $50 as established in the 
original bill. And instead of $1,000 
a store for each additional store in 
excess of 500 stores, the tax would 
be $500 per store. 

“It was never the intention of the 
sponsors of this bill to unduly 
penalize or to place an undue burden 
upon local, sectional, or purely state 
chain store concerns,” Mr. Patman 
told the committee. “The bill in 
this respect has been very much 
misrepresented.” 

Representative John D. Dingell, 
of Michigan, a member of the com- 
mittee, suggested a clarification of 
Paragraph C, Section 4, relating to 
supervisory control, because of his 
concern for car manufacturers in his 
district. Representative Patman told 
the committee that if manufacturers 
supervise their local agencies “they 
would, and should, come under the 
law, and I intend that they should.” 


New Midwest Dealers 
Named By Servel 


EVANSVILLE, Ind.—A number of 
new dealers recently have been ap- 
pointed by Servel, Inc., to handle its 
line of commercial electric refrigera- 
tion equipment. Among these are: 

H. E. Mayse Supply Co., Columbus, 
Ohio; Ohio Refrigeration Service, 
Steubenville, Ohio; Refrigeration 
Supply Co., Flint, Mich.; Vernon E. 
Britt, Parkersburg, W. Va.; Robert 
Ludwig, Columbus, Ohio; and Swan- 
son-Nunn Electric Co., Evansville 
Store Equipment Co., and J. A. 
Brucken, Inc., in Evansville. 


Royal Store Fixture Co. 
Gets Bigger Quarters 


PHILADELPHIA — Royal Store 
Fixture Co., manufacturer of refrig- 
erated display cases, reach-in and 
walk-in coolers, and market fixtures 
for more than 25 years, has moved 
from its old location at 300 N. 
Third St. to new and larger quarters 
at 847 N. Board St. 


New York Manager 


JOHN E. DANNELS 


es # s 


John Dannels To Direct 
Fedders N. Y. Office 


NEW YORK CITY—John E. 
Dannels has been placed in charge 
of uhe New York office of Fedders 
Mfg. Co., at 67 Irving Place. 

Mr. Dannels has had wide experi- 
ence in the electric refrigeration field, 
both from the angle of engineering 
and installation, having worked with 
jobbers, distributors, dealers, and 
service men. 

He is a graduate mechanical engi- 
neer of the University of Pittsburgh, 
as well as an alumnus of the 
Fedders engineering laboratory. 


Portable Counter Freezer 
Marketed By Tuthill 


sim 2 ee 
eee = 


CHICAGO—A new type of porta- 
ble automatic counter freezer de- 
signed primarily for frosted malteds, 
soft ice cream, frappes, sherbets, and 
ices has been announced by Tuthill 


Pump Co. In _ small stores, the 
equipment also can be used for 
making ice cream. 

Known as the ‘“Freezette,” the 
unit requires no floor space, the 
equipment fitting on top of the 
ordinary counter and using a space 
about 2 feet square. No installation 
is required, since the unit plugs into 
any 110-volt socket. 


Operation of the machine, the 


company -_— claims, requires only 
plugging in, pouring in mix and 
flavor, and pushing the starter 


button. 

Territories are now being assigned 
commercial refrigeration distributors 
in private showings throughout the 
country. In the Detroit area, the 
showing is being held April 18 and 
19 at the Detroiter hotel. 


Lincoln, Neb. Store Installs 
Fur Vault, Air Cooling 


LINCOLN, Neb.— The Hoviand- 
Swanson ready-to-wear store here is 
installing a new fur storage vault, 
48 x 48 feet, in which a freezing 
temperature will be maintained, using 
Westinghouse equipment. An alr 
conditioning system also has been 
installed. 


vision, Evansville, Ind. 


SERVEL 


COMMERCIAL REFRIGERATING MACHINES | 


Whether your requirements are large or smali, standard or spe- 
cial, Servel engineers can help you solve your most vexing prob- 
lems of commercial refrigeration or air conditioning. Write today 
te Servel, Inc., Electric Refrigeration and Air Conditioning Di- 


Servel’s 4-cylinder 20 HY 
machine unit . . . one of 
56 models in the complete 
line. 
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AIR CONDITIONING & REFRIGERATION NEWS, APRIL 17, 1940 


Air Conditioning Men Urged To Study 


Causes First In Combatting Silicosis 


N. Y. State Official Says Air Conditioning Must Now 
Be Considered as Part of ‘Production Cost’ By Plants 


BUFFALO—By reducing concen- 
trations of dust and other injurious 
atmospheric conditions a hundred- 
fold, air cleaning and ventilating 
systems in industry have been re- 
sponsible for a proportional decrease 
in cases of silicosis and other health 
hazards, declared Theodore Hatch, 
associate dust control engineer of the 
New York State Division of Indus- 
trial Hygiene, Department of Labor, 
in addressing a recent meeting of the 
Western New York Chapter of the 
American Society of Heating and 
Ventilating Engineers. 

“Our ventilation systems,” Mr. 
Hatch said, “are the answer to the 
vital problem of health maintenance 
in industry all over the country 
today. Fortunately, the problem can 
be analyzed and subsequently con- 
trolled. In recent years tremendous 
strides in this direction have been 
taken.” 


MUST EDUCATE INDUSTRY 


The speaker stressed that the 
matter is entirely an engineering 
problem. 

“Engineering methods have been 
devised to overcome all sorts of 
conditions,” he stated, ‘‘and yet there 
are many failures in that respect. 
Usually these failures are attributed 
to ‘limits’ set up by plant manage- 
ments or the lack of knowledge of 
the importance of proper study of an 
existing condition prior to the in- 
stallation of a ventilating system. 

“In too many cases a system goes 
in without any preliminary engineer- 
ing study, and often because the 
management does not know better. 

“For example, a certain stone- 
crushing plant, interested in air 
cleaning, was offered a 14,000 c.f.m. 
system from one contractor and a 
30,000 c.f.m. system from another. 
The management took the smaller 
system. Shortly after it was in- 
stalled, it proved a failure. The 
reason? The management was not 
enough interested in air conditioning 
to find out why the other contractor 
had suggested a 30,000 c.f.m. system. 
Eventually, the cost of installing an 
adequate system proved much greater 
than it would have been with a little 
more study.” 

Reverting to industry’s struggle 
against silicosis and similar health 
hazards, Mr. Hatch stated the fight 
is being waged successfully, pointing 
out between 2,000 and 2,500 ventilat- 
ing systems were installed in New 
York state alone in 1939. 


“Various forms of ventilation,’ he 
said, ‘are being used only to do away 
with nuisances, but there are others 
used actually to make it possible for 
industries to continue. 


NOW PART OF COST 


“Air conditioning is rapidly com- 
ing to the stage where it is being 
recognized as a very important factor 
in the production of a plant, and 
more important in the maintenance 
of health. It must be regarded as 
part of the cost of production. 


“Fortunately, foundries all over 
the country are rapidly realizing that 
dust, fumes, and gases can be con- 
trolled, and that while they are con- 
trolled production costs are cut down 
and better materials are turned out 
besides.” 


Mr. Hatch pointed out how study 
of unfavorable air conditions in 
industry often reveals reasons for 
the existing state and eventually 
leads to their elimination, tending to 
make air cleaning systems many 
times more effective. 


STUDY THE CAUSE 


“For instance, an ore crushing 
Plant, after a bit of study, decided 
& wet process would tend to check 
dispersement of dust particles,” he 
Said. “In another case, a plant is 
Substituting new burners which will 
Not produce carbon monoxide. Mer- 
tury poisoning was common among 
men in the hat making industry 
because of mercury nitrate being 
Used in processing felt. Study being 
tarried on right now is revealing 
that it may be possible to substitute 
& non-toxic for mercury nitrate in 

© process. 

_ “These studies must be conducted 
order to assure the success of an 


air conditioning system. Perhaps 
many will not agree, but the system 
itself is of secondary importance. 
The study of the reasons for the 
existing fumes, dust, or gases must 
come first.” 


‘Complete Kitchens’ Theme 
At Philadelphia Show 


PHILADELPHIA — Displays of 
complete electric kitchens will be 
one of the outstanding features of 
the annual Electric Kitchen Show 
to be staged here April 15 to 20 
by the Electrical Association of 
Philadelphia on the first and second 
floors of the Edison building. 


Pointing out how air control systems in industrial plants are overcoming 


h 


ealth hazards caused by dust, gases, and fumes, Theodore Hatch 


(center), New York State dust control engineer, recently addressed a 
meeting of Buffalo engineers on industrial plant air control problems. 
At the left of Mr. Hatch is Laurence P. Saunders, chief engineer of 


Harrison Radiator Corp., and at the right is Louis A. Harding. 


New Dallas Jewelry Store 
To Have All-Year Plant 


DALLAS, Tex. — Year-around air 
conditioning is being installed in the 
new quarters of the Shaw Jewelry 
Co., to be completed about June 1. 
The new store will have a frontage 
of 50 feet, a depth of 100 feet, and 
occupy the basement, first, and 
second floors—approximately double 
its present floor space. 


Pleasantaire Prepares 


New Selling Plans 


WASHINGTON, D. C.—Two new 
bulletins for specialty distributors 
and air conditioning dealers have re- 
cently been released by Pleasantaire 
Corp. “Now You Can Sell Pleasant 
Atmosphere” is the title of a room 
cooler merchandising plan for the 
retail dealer, and “Wholesaling Pack- 
aged Air Conditioning at a Profit” 
is a complete program for the 
wholesale distributor, based on the 
company’s experience in the field. 
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KINETIC CHEMICALS, 


At over the country, rough pencil notes 
and sketches on restaurant tablecloths 
—on backs of envelopes—on odd scraps of 
paper—are creating a tremendous swing to 
equipment using “Freon’’* refrigerants. For 
the advantages of this type of equipment are 
obvious even to business men whose previous 
experience with refrigeration is limited. 


Take sketches A and B in the illustration 
above. Sketch A represents a package of as- 
paragus being frozen by direct expansion 
equipment, employing plates instead of brine 
pipes. Notice that the entire bottom of the 
package is in direct contact with the plate. 
Sketch B shows the same package resting on 
brine pipes. Here, the only direct contact is 
the top of the round pipes. . . just a few lines 
of contact. Most of the freezing effect must 
come from the air surrounding the package. 
Obviously, the larger the area in direct con- 
tact, the faster the freezing process, since 
metal conducts heat more efficiently than air. 
The faster the freezing operation, the smaller 
the sharp freezing room needs to be to handle 


INC., 
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a given amount of food. That means less 
operating cost and more locker space to pro- 
duce income. 


Sketch C shows how the direct expansion 
system saves on power. The cooling medium 
goes directly to the place to receive the re- 
frigerating effect. Sketch D shows a second- 
ary system, where the refrigerant goes to a 
brine cooler, after which the brine must be 
circulated to do the actual cooling work. That 
intermediate step adds to horsepower re- 
quirements, often steps up power costs as 


much as 25%. 


Direct expansion systems employing 
“Freon” refrigerants eliminate the cost of 
brine pipes. Defrosting problems are much 
simpler. Not only is there less frosting of 
plates than of pipes . . . the frost can be re- 
moved more easily and quickly. 


No sketch is needed to prove the most ob- 
vious advantage of systems charged with 
“Freon” refrigerants—the complete harm- 
lessness of the refrigerant to foods of any 


TENTH & MARKET STREETS, 


kind. You run no danger of heavy losses 
through spoiled meat, vegetables, fruit or 
berries if any of the refrigerant should leak 
out. Many locker plant operators have found 
that demonstrations of the complete harm- 
lessness of “Freon” refrigerants to foods are 
very effective in soliciting business. 


Be sure to make a thorough examination 
of the advantages of direct expansion sys- 
tems using “Freon” refrigerants before you 
place an order for your equipment. 


<P> 
FREON 
refs sepecperanit 


***Freon’’ is Kinetic’s registered trade 
mark for its fluorine refrigerants. 


WILMINGTON, 


DELAWARE 
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The Squeeze 
Is On 


CATTERED reports coming in 

from the field indicate that 
the household electric refrigeration 
industry is undergoing the fiercest 
internecine warfare it may have 
ever experienced. Just as it is 
next-to-impossible for war corre- 
spondents to obtain the details of 
the mighty naval battle now being 
fought in the Skaggerak, so it is 
difficult for business paper report- 
ers to learn details of the big 
battle being fought on the electric 
refrigeration front. 


Participants in the battle are 
representatives of manufacturers, 
branches, and distributors. Objec- 
tives are the big dealers. Weapons 
and ammunition are said to include 
almost everything in the category 
of salesmanship. 


Efforts Made To Get Dealers 
To Push One Brand 


From franchising the dealers 
the battle has now shifted to 
getting them to “push” a particu- 
lar make. And not in years has 
there been so much effort to get 
dealers to sell one make. 


More and more the electric 
refrigeration business is being 
sold through fewer and bigger 
dealers. After years of testing in 
the fires of competition, these big 
dealers are now known and fairly 
appraised by all manufacturers. 
Those manufacturers under whose 
banner a strong dealer has been 
enrolled strive to keep him. Those 
manufacturers not so well repre- 
sented in that locality strive to 
get him. The results are fre- 
quently pleasant for the dealer in 
question. 


Representatives Now Trying 
To ‘Sign “em Exclusive’ 


One story going the rounds is 
to the effect that the chief execu- 
tive of one manufacturing concern 
handed his household sales man- 
ager a list of 200 dealers just 
before Christmas, and told him 
that if he could line up most of 
that list, he could consider his 
job secure. 


This particular sales manager 
went out, with his crew, in Janu- 
ary and February and did a 
remarkable job of franchising the 
superb dealers on the list. His 


as ; : ay: (oes se 


contract, which was in jeopardy, 
was renewed. However, he still 
feels he has a big job to do. 
He wants to get a majority of 
those 200 dealers to become 
exclusives. 


Distinctive Product 
Counts For Much 


As might be expected, the big 
manufacturers have most of the 
face cards in the deal. Best way 
of breaking into the “charmed 
circle” is to offer a distinctive 
product—and be able to convince 
the dealer that the product is 
sufficiently different or of sufficient 
excellence to merit its supplanting 
a prestige line, or taking a place 
alongside it on the floor. 


Another big stick wielded 
heavily is the companion product. 
A dealer may like one manufac- 
turer’s range. ‘“That’s fine,” says 
the representative, “you make us 
very happy. And now let me tell 
you about the merits of our 
refrigerator.” 


Or perhaps he has found a 
radio line profitable over a period 


of years. He naturally wants to 
keep on selling it. And so it 
sometimes is fairly simple to 


convince him that he can do a 
profitable business on the refrig- 
erator, too. 


Exclusive Dealers 
Consolidate Loyalties 


In general, dealers have found 
that there’s much to be said for 
tying up their promotion around 
one brand name. Thus their 
loyalties are consolidated, and the 
continuity of their business con- 
nections is more likely to be 
preserved over a period of time. 


Growth of this practice has 
been partly responsible for so 
many refrigerator manufacturers 
branching out into the making of 
ranges, washers, oil burners, space 
heaters, and kindred appliances. 
In many cases this has been a 
measure of self-defense: to keep 
their best dealers, they felt they 
had to offer them a more complete 
line. This policy has not always 
worked out with complete success, 
however. 


Good Dealers Important 
Survival Insurance 


Veterans of the automobile 
business are saying that the 
electric refrigeration picture is 
more closely approximating the 
automotive merchandising business 
every day. The giants of the 
automobile business so effectively 
control the best dealers that no 
newcomer, it would seem, could 
hope to break into the business. 


Getting and keeping the strong- 
est dealers in household electric 
refrigeration today, then, is 
becoming almost a _ desperate 
business. If one is to stay in the 
game, one must secure. the 
soundest, most effective 
outlets. 


LETTERS 


Does Anyone Have 
Such a Picture? 


Kirkgasser-Drew 
Wrigley Building 
Chicago, Ill. 
March 29, 1940 
Editor: 
We need a photograph taken about 
1930. 
This photograph should be of an 
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They'll Do It Every Time . . . 


THE Boss COULD ALWAYS 
FIND ANYTHING HE 
WANTED IN HIS DESK, 
INSTANT LY~ UN TIL. 
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electrical refrigerator assembly or 
manufacturing line taken very close 
to the year 1930. 

None of our regular sources seem 
able to furnish this picture, and it 
occurred to us you might have the 
very thing we want in your files. 

Our need is quite pressing, and if 
you can furnish this picture at once, 
we shall appreciate it very much. 

B. TILDEN 


P.S. It is to be used as art copy 
in a booklet on the progress of 
industrial electricity. 


It’s Now Safe To 
Make Repairs 


Radio 
Martin Ribalta Urpi 
Barcelona 


Sirs: 

Our building in 14 Aurora Street, 
where we have our office and plants, 
having been greatly damaged on 
account of bombardments during the 
war, we have got to effect important 
repairs in it. 

So that we have decided to move 
our offices, for some time, to: 

CALLE DIPUTACION, 258 
(258, Diputacion Street) 
where our showroom is situated. 

In consequence please address all 
your correspondence to the above 
address, until further advise. Of 
course, our telegraphic address 
“RIBALTAMAR” remains unchanged. 

Hijo De J. RIBALTA 


Montgomery Ward 


Guarantee 
Montgomery Ward 
Chicago 
Editor: 


Confirming our telephone conversa- 
tion, an error occurred here in 
developing the specifications for our 
1940 line of refrigerators, which we 
would like you to correct if you make 
any re-runs of your Specification 
Books. 

In the last three lines on Page 21, 
which contains the “MW” specifica- 
tions, the cabinet guarantee is listed 
at 5 years, the refrigeration system at 
one year, and the controls at one 
year. This should read “Cabinet, 
shelves, trays, and accessories 1 year, 
Refrigeration System only 5 years, 
Controls 1 year.” 

As mentioned above, we will appre- 
ciate correction if any additional 
quantity is run. 

H. B. Barser, Manager, 
Major, Electrical Appliances 


Filizola Office Equipment Co. 
and 
Home Electrical Appliances 
P. O. Box 248 
Fort Scott, Kansas 
Editor: 

In looking over your 1940 specifica- 
tions supplement I notice that on 
Montgomery Ward specifications you 
have under the heading of cabinet, 
shelves, etc. five (5) year guarantee 
while under unit specifications you 
have only one year guarantee. I am 
wondering if this isn’t a mistake as 
all the others are just the opposite. 

Appreciate hearing from you either 
by mail or through your valuable 
paper at an early date. 

D. FILizoLa 


Answer: See letter above. 


Air Conditioning 
A Church 


Liberty Bank of Buffalo 
Buffalo, N. Y. 
April 1, 1940 
Editor: 

One of our industrial customers 
wrote me as follows: 

“I am a deacon in a church with 
a congregation of about 2,000 people. 
We are confronted with the problem 
of air conditioning our church. 

“Most public buildings are in use 
eight or ten hours a day, six days a 
week, and are, therefore, justified in 
making a large investment for 
refrigeration equipment. However, a 
church is in use only three hours a 
week and it would be folly to spend 
a large amount for expensive equip- 
ment to stand idle 95% of the time. 

“It seems to me that the only 
logical way to air condition a church 
is to let the ice manufacturer make 
the investment in refrigeration ma- 
chinery and buy the “cold” from him 
in the form of ice, this ice to be 
melted and the resulting ice water 
to be forced through suitable radia- 
tors. Air in large quantities should 
then be forced through these radia- 
tors, chilled, and delivered into the 
church auditorium. 

“What I would like to know is who 
is there in the air conditioning busi- 
ness that would be interested in mak- 
ing an installation of the kind I 
have described, involving’ storage 
tanks for ice, a circulating system 
for the ice water, radiators, fans, air 
conduits, grilles, etc., but not includ- 
ing a lot of expensive compressors 
and other refrigeration machinery.” 

I believe you can assist us, but if 
I have misdirected the inquiry will 
you please advise me whom to 
contact? An addressed envelope is 
enclosed for your convenience. 

Bert R. WHITE, 
Vice President 


Answer: It should be pointed out 
that where well water does not 
come out of the ground sufficiently 
cold, it can be cooled gradually by a 
small compressor at work on a large 
storage tank. Inasmuch as the sys- 
tem is in use but once a week, a 
relatively inexpensive compressor can 
worked all week to cool an insulated 
tank of water that is eventually called 
upon to do its cooling work during 
a few hours of the day on Sunday. 

This method oftens turns out to 
be cheaper than using ice—depending, 
of course, upon the cost of ice service 
in your particular community. 


Manuals Helpful 
In South Africa 


W. G. Yapp, A.M.LR.E. 
Electrical, Radio, and Refrigeration 
Engineers and Contractors 
Galen Chambers, Voortrekker Street 
Vereeniging, South Africa 

Feb. 19, 1940 
Sirs: 

Some considerable time ago we 
purchased from your good selves a 
series of Master Refrigeration Service 
Manuals, namely, Master Manuals 
(Household) Nos. 1, 2, 3, and 4, 
Refrigeration Library, and also Mas- 
ter Commercial Refrigeration Library 
Nos. Cl, C2, C3, edited by K. M. 
Newcum. 

We found these manuals. very 
excellent, and we are interested to 
know if you have published any more 
of these manuals, particularly dealing 


with any further special types, more 
“Orphan” makes, etc. 

Also, we would be glad to know 
whether you have published any fur- 
ther service manuals after Commer- 
cial Manual No. C3. 


We would appreciate it if you will 
advise us what you have published 
after those editions mentioned, and 
also at what prices we can obtain 
any further new editions or issues. 

W. G. Yapp 


Answer: There are no additional 
Master Service Manuals, but we have 
recently published two manuals on 
Soda Fountain Refrigeration which 
will be very valuable to service men 
concerned with ice cream cabinets, 
carbonators, and two-temperature ap- 
plications of a single machine. 


Another new manual on Refrig- 
erated Locker Storage gives detailed 
information regarding this new devel- 
opment in refrigeration which is 
proving so popular in rural com- 
munities throughout the United 
States. 

Also, please note that we have a 
complete course of study in air 
conditioning, consisting of the seven 
Acme Manuals (Air Conditioning 
Made Easy). 


Kelvinator Dealers 
Should Note 


COPY 
The Winter Co. 
Erie, Pa. 
“TO ALL KELVINATOR DEALERS: 


“The March 27 issue of AIR 


‘CONDITIONING & REFRIGERATION NEWS 


will carry a specification supplement 
giving data on all 1940 models of 
electric refrigerators. Extra copies 
of this issue are available at 20 cents 
per copy, three copies for 50 cents, 
remittance to be sent with order. 


“If you are not a subscriber to AIR 
CONDITIONING & MREFRIGERATION NEWS, 
it will be to your interest to write 
and secure a copy or eopies of this 
supplement for your salesmen. These 
comparisons are of considerable value 
to you when your customer starts 
making comparisons. Order direct 
from AIR CONDITIONING & REFRIGERATION 
News, Detroit, Mich., March 27 issue.” 

W. W. WILLow, 
Wholesale Manager 


Concerning Sears 


Associated Dealers 


Sears, Roebuck & Co. 
Chicago 
April 11, 1940 
Editor: 

Our company tried out a few con- 
tracts with local dealers under the 
title “Sears Associated,” but these 
were purely experimental and did not 
represent a departure, which we were 
placing on a basis of increasing 
expansion. We are not making any 
contracts with dealers at the present 
time and have no data which we 
care to make public on the results of 
their operation. 

E. D. Forp 
Retail Administration 
Box 1041 
Dayton, Ohio 
Sirs: 

I still think the price is too high 
for those who do not get their name 
in the paper. 

W. E. CAMPBELL 
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Prospects Are “From Missouri’— 
So Demonstrate As You Sell 


Skeptical Customers Must Believe What They See, 
But Not Always What They Hear 


How to take the sales talk out of the “powder puff” class and 
pack it with real selling punch is the topic of this article in 
Mr. Keating’s current series on the refrigerator replacement market. 


He recommends a three-step sales plan: Pointing out deluxe 
model advantages that the prospect ordinarily would overlook, 
backing up sales claims with proof—visual if possible, and starting 
a trail of yesses by getting the prospect’s agreement on the 


benefits of today’s better models. 


By Paul W. Keating 


In the last preceding article of 
this series we discussed advantage 
selling as the key to_ successful 
salesmanship of top-of-the-line re- 
frigerators. 


Mrs. Prospect usually tells you 
about some of the advantages she 
wants. It’s not difficult to give her 
the information she needs on those 
points. But’ besides those she’s 
looking for on her own initiative, 
there are a dozen others that you 
can offer to help her see the excep- 
tional value in your deluxe, fully 
equipped, and _ porcelain enamel 
models. 

For instance, a recent survey of 
more than 2,300 homes revealed this 
interesting fact: 90% of the women 
who had refrigerators with porcelain 
enameled exteriors answered “Yes” 
when asked “Do you want the same 
finish on your next refrigerator?” 


Of those who had refrigerators 
with other types of finishes, only 
60% wanted the same finish on their 
next refrigerator. And, as the age 
of the box increased, more owners 
of porcelain enameled boxes wanted 
the same finish on their next box. 


WHERE SELLING STARTS 


That doesn’t mean that 90% of 
all those who own porcelain enameled 
boxes are going to ask to see a 
porcelain refrigerator when they get 
ready to buy a replacement. Market 
research studies show that, in gen- 
eral, consumers are not fully in- 
formed about the finish or about 
other details of their refrigerators. 
They definitely know what they 
like, but they don’t often know its 
trade name nor the technical reasons 
for its superiority. 


A good share of those who have 
porcelain and have enjoyed its 
quality advantages through the 
years don’t know that it is porce- 
lain. That’s where your salesman- 
ship comes in. 

Find out the type of finish on the 
old box. <A sale should be a two- 
way business anyway, not a mono- 
logue. Ask questions. Ask whether 
or not the finish on her old box is 
worn around the door handle. (You 
can see for yourself when you call 
to appraise the old model.) Ask 
whether it shows scratches. Again, 
this is simply an example of the 
Selling methods that get action. You 
can use the same information-getting 
technique to set up other advantages. 


DOING A THOROUGH JOB 


And selling these advantages re- 
quires a definite plan of action. 
You need a procedure that insures 
a thorough job and gives you a 
check on whether or not she under- 
stands and accepts the benefits you 
offer. 

For instance, it won’t do to rattle 
off a dozen selling points with no 
Supporting explanation. That’s all 
right for catalogs and advertising, 
perhaps. But in talking to prospects 
you'll only confuse them if you pass 


glibly from one advantage to the 
next without filling in the details. 

Furthermore, the people who buy 
appliances are all “from Missouri.” 
They may not tell you that they’re 
unimpressed by a certain selling 
point. They don’t bother to do that. 
But they want evidence that your 
claims are justified. 


Suppose a salesman at the shirt 
counter tells you, “This shirt will 
stand up better in laundering. 
You'll get more wear before the 
collar begins to show any signs of 
fraying.” 

That’s very nice, but it’ll have a 
lot more punch if he can give some 
proof, like this: 


“You'll get a good deal more wear 
out of this shirt because it will 
stand up better in laundering. The 
ordinary shirt frays at the collar 
and cuffs after 40 trips to the 
washing machine. Repeated tests of 
this brand prove that it averages 
60 washings before any signs of 
wear appear. That means 50% 
longer life—a real saving for you.” 


In the same way, back up the 
claims you make for the _ best 
refrigerators in your line when you 
sell them to customers in_ the 
replacement market. 


TO SELL, DEMONSTRATE 


The most effective proof for the 
advantages you sell is demonstra- 
tion. There’s nothing new about 
this fundamental of successful sales- 
manship. Perhaps that’s why a 
surprising number of dealers and 
salesmen seem to have forgotten it 
in recent years. Perhaps they look 
on it as 1930 salesmanship—and 
surely the methods of 10 years ago 
aren't good enough for today. 

Or are they? Well, consider this: 
In the third article of this series 
we discussed some simple demon- 
strations for porcelain enamel. It 
has been proved in scores of sales 
that these demonstrations will sell 
the advantages of that finish far 
more effectively than words alone 
can do it. i 

And take the advantage of greater 
food storage capacity as another 
example. When you back up the 
advantage by telling your prospects 
about a typical food assortment that 
can be stored in the refrigerator— 
so much milk, so much meat, so 
much fruit—and so on—that’s some- 
thing definite in the way of proof. 
It’s a lot better than such a gen- 
eralized, unsupported statement as: 
“This refrigerator will hold half 
again as much as your old box.” 


VISUAL PROOF IS BEST 


If you can show a photograph of 
the food that can be accommodated 
in the box, so much the better. 
Now the customer sees the advan- 
tage pictured. The proof is visual 
and therefore more solid and believ- 
able. (Research scientists tell us 
that we get 87% of all our sensory 
impressions through the eyes.) 

The most potent evidence of this 


advantage—-greater food storage ca- 
pacity—is a genuine demonstration 
of what the box will comfortably 
hold. When the prospect sees the 
food actually stored in the box on 
the sales floor she can easily make 
the comparison’ with her present 
out-of-date refrigerator. 

Proof of the advantage, then, is 
what puts the punch in your selling, 
and demonstration is still the most 
powerful way to back up your claims. 


Many leading appliance salesmen 
have found that it pays to follow up 
the presentation of each advantage, 
with its accompanying proof, by 
asking for the prospect’s agreement 
to the advantage. 

This is easy to do. You simply 
ask a question, phrasing it in such 
a way that it’s easy for your pros- 
pect to agree. Here are some 
examples: 

“You see how much easier it will 
be to keep meat and vegetables fresh 
with these graded humidity zones, 
don’t you, Mrs. Hamilton?” 

“It will be simple to keep the 
porcelain enamel finish on your 
refrigerator clean and sparkling and 
that’s a big help on a busy cleaning 
day. Isn’t that right?” 

“Storing bulk foods in this big 
compartment will save money for 
you when you can buy in larger 
quantities at special prices, won't 
wT” 


STARTING THE YESSES 


Taking this third step—getting 
agreement on each advantage or 
benefit—accomplishes two useful re- 
sults in selling your deluxe models. 
In the first place, you make sure 
that your efforts to help the prospect 
buy are meeting with success. If, 
for any reason she doesn’t agree, 
you know about it. You can offer 
further evidence that she’ll get the 
benefit you’re offering. 

In this way you avoid the common 
difficulty of trying to close the sale 
and being brought up short by the 


prospect’s refusal to buy, without 
knowing what stands between you 
and the signed order. 

Secondly, getting agreement on 
every selling point as you go along 
makes it easier for your prospect to 
give you the final agreement to buy. 

One of the toughest people to sell 
is the dead-pan prospect. A sales- 
man talks himself all out while the 
man or woman he’s trying to sell 
never says anything to show approval 
or disapproval. 

The way to bring these prospects 
“out of their shells’ is to ask them 
for agreement on each important 
advantage. When they’re invited to 
join the discussion it becomes easier 
for them to buy—and for you to sell. 


That brings up another slant on 
selling the more profitable models 
to replacement market customers. 
We’ve discussed previously the econ- 
omy advantages and the superior 
conveniences offered by the quality 
bargains in 1940 _ refrigerators. 
There’s another line of appeal that 
carried plenty of weight with the 
good customers who are now ripe 
for new boxes. 


THE ‘PRIDE’ APPEAL 


That appeal is pride. We all take 
a great deal of personal satisfaction 
in buying something new, and in 
buying the best we can get. We 
Americans are a proud race. 

We live in the right neighborhood; 
we send our kids to the right school; 
we take the well-known streamliner 
or plane to the World’s Fair; we 
drive the right car; if we can possi- 
bly manage it, we bring back a 
winter vacation sun-tan and display 
it to the less fortunate toilers who 
had to keep shoveling snow off the 
front walk. We do all of these things 
if we can dig up the money. At 
any rate, we do whatever we can 
to satisfy the desire to keep up 
with the Joneses. 

Pride is a buying reason that can’t 
be overlooked in selling refrigeration 


in the replacement market. You can 
use it every day in your selling. 
Mrs. Stanhope wants a new refrig- 
erator because her sister-in-law has 
one—and, if the truth were known, 
she wants one that’s a little better 
than she would have bought other- 
wise. She wants to show that she 
and her family don’t take any back 
seat when it comes to modernizing 
the kitchen. 


Moreover, when you sell her an 
8-foot, all porcelain, fully equipped 
box, you'll not only be satisfying 
her pride but you’ll be providing her 
with the greatest possible number of 
other advantages. 


So don’t hesitate to use the appeal 
to pride in your selling. These cus- 
tomers who are replacing obsolete 
mechanical refrigerators are usually 
in the upper income brackets—above 
the average, at least. They’re accus- 
tomed to having the finer things in 
their homes. The logical refrigerator 
buy for them is at the top of the 
line. 

In the next and last of these 
articles we’ll explore further aspects 
of replacement selling, including 
prospecting methods for building 
your share of this market. 


Century Honors Veteran 
Employes At ‘Old 
Timers’ Party 


ST. LOUIS—Employes of Century 
Electric Co. who have been with the 
company for 20 years or more were 
honored at an Old Timers’ Party 
held March 23 at the Missouri 
Athletic Club. 

Invitations were sent to 183 
eligible employes, many of them 
members of the branch office organi- 
zation in various parts of the 
country. Of this number, 160 
persons accepted the invitation, and 
155 of them were present. 
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with Genuine FRIGIDAIRE 


THERMOSTATIC 


EXPANSIO 


To Properly Balance and Control Refrigeration Equipment 


@ You'll find Genuine Frigidaire 
Thermostatic Expansion Valves meet 
every requirement for the efficient, 
economical operation of your refrig- 
eration equipment. They are de- 
signed to meter an adequate supply 
of the refrigerant to the evaporator 
regardless of the load — giving you 
proper balance and control of your 
refrigerating equipment constantly! 


N VALVES 


The Genuine Frigidaire Thermo- 
static Expansion Valve is compactly 
constructed. Top quality — made of 
non-corrosive metals and sealed 
against infiltration of air and mois- 
ture—with a frictionless self-align- 
ing, self-cleaning needle. Available 
in capacities from 4% to 25 tons. May 
be used for Freon 12, Sulphur 
Dioxide, and Methyl Chloride. 
Contact your distributor at once 
for full details, 


EASILY ADJUSTED... 


TO CONTROL CAPACITY so 
® that a//of the active surfaces of the 
evaporator are in use at ALL TIMES! 


2 TO MEET REQUIREMENTS OF 
* SUPER-HEAT SETTINGS for 
various commercial applications. 


TO MINIMIZE REFRIGERANT 
* SURGE AND SWING to maintain 
constant capacity of the evaporator. 
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The Preferred METHYL CHLORIDE 
for Service Work 


~~. I DU PONT DE NEMOURS & CO. ( 
The R. &H. Chemicals Dept. 


Wilmington, Delaware — 
Dictith Sales Offices: Baltimore, Boston, C 

Chicago, Cleveland, Kansas City, Newark, 
New York, Philadelphia, Pittsburgh, San Francisco 
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N. Y. Licensing Bill Is 
Killed; Buffalo Group 
Considers Bid Code 


BUFFALO — Advisability of a 
code of ethics for members of the 
Air Conditioning Council of western 


Indications Are For Plenty of Activity on the Air Conditioning Front re 


New York was discussed by Walter K& 

P. Davis at a meeting of the Council 
here last month. Mr. Davis read a oa 
code now being used in another city “y 
emphasizing methods used in the we 
=z preparation of bids. ye 
== Mr. Davis also reported that the uy 
= New York State licensing bill, which | 
= | was bitterly opposed by members of és 
NE the Council, had been killed in in 
SSE Albany and was removed as a threat jol 
\\ = | for this year, at least. pat 
\ Edwin R. Cooney, president of the ple 
4 council, announced the election of 
e D. J. Peterson, of Minneapolis- mc 
Honeywell Regulator Co., as a mem- tre 
ber of the board of directors. ar’ 
Guest speaker for the evening was ob 
F. J. Kurth, vice president of the ' 
A @ Anemostat Corp. of America, who of 
spoke on “Air Diffusion.” Pointing ful 
out that air diffusion was once con- ho 
sidered “the stepchild of the indus- 4 
try,” Mr. Kurth stated that the final ice 
re} 


result in air conditioning depends on 
how the air is handled when it 
enters the room. 


“You may have the best fan and 


(Left) Alethe Kelleher of Carrier’s © 


Chicago district office with the new 4 e ® d 
Business Houses In Buying Mood For me 


Enduring 


V-type compressor (in 2 or 4-cylinder 
design) for capacities up to 7/2 tons. 


compressor on the market, but if | (Right) Clare Rognlein of meager “ r; ' = 

the room is not comfortable the | Distributing Corp., Milwaukee, an C li Th Y § Mil k } 

HM 2 tal- user is not satisfied,’ Mr. Kurth said. | M. B. “Mike” Goddard of Carrier’s 00 ng Is ear iA ays ' wau eean ha: 
“It is necessary to split the air into | Chicago office look on as I. R. Witt- re] 

a multiplicity of quantities. Three | huhn, sales manager of the distribu- By Henry Knowlton pe 

ae ee | ee ye eget goings-on | MILWAUKEE — Air conditioning | physics students, to give them a clear pet 

FOR ALL AIR ae tee ee eee prod <ascincadltes. Acai : has passed the curiosity stage and | idea of what the air conditioning ( 
has become a subject of actual | business is all about. He reports } inv 

public interest—in the opinion of | that a few students out of each nee 

CONDITIONING I. R. Witthuhn, sales manager of | graduating class are actively inter- get 
Standard Distributing Corp., Carrier | ested in going into the air condi- mi, 


tioning industry. 
In one of his talks, Mr. Rognlien no 
describes the amount of refrigeration 


commercial refrigeration and air 
conditioning distributor here. 


“Business firms here are really 


JOBS 


interested in air conditioning this 
year,” Mr. Witthuhn said, “and for 
the first time since the depression 
they seem to be in a mood to spend 
money. Our sales of air condition- 
ing and commercial equipment for 
the first three months of 1940 


used, and sanitary precautions taken, <a 


in the packing of horse meat used 
to feed valuable silver foxes, as 
contrasted with the conditions often 
found in some meat packing plants 
which are not under Federal super- 
vision, but which turn out all kinds 


reached 50% of our anticipated busi- | of sausage for human consumption. 


7 : ness volume for the year.” po 
. STRESSES SANITATION rs 
ONCE SOLD HARNESS In selling commercial refrigeration ciel 
U & F L A KE Standard Distributing Co. has a | and air conditioning units, Mr. the 
continuous business history of 36 | Rognlien likes to bear down on the for 
years. From 1904 to 1912 the com- | “sanitation” angle with the cus- uni 
CO PP E R pany sold harness, and when this | tomer, and point out the economic y. 
business faded with the use of auto- | value to clean food and clean air. We 
mobiles, tires were distributed. The Engineering for Standard Dis- lak 
tire business continued up to 1930. | tributing Co. is handled by William unt 
Thousands of years ago About 1928 the company started sell- | Quweneel—pronounced “O’Neil.” Mr. cid 
Indians found solid de- yd oo a pec igh tegen Ouweneel is assisted by Otto Trostel, mic 
: : omestic refrigerators. In € | who also handles engineerin, ro- upe 
posits of pure —— in firm turned to Carrier commercial | jems for the firm. “ sie T 
the Great Lakes regions ——— and air conditioning At the present time ali members ser 
and beat it into many use- eo 2g ge alge oo prod- | of the organization are “working lll 
ful forms. Since unearth- ee ee = oe Guee days, nights, and Sundays” to keep = 
ed, these ancient forms While Standard specializes in air pe a pect nis Rey on Sor 
reveal the remarkable im- conditioning and industrial refrigera- | conditioning business here this year. met 
munity of Nature’s own tion, the company also sells Carrier refi 
5 residential heating equipment, win- tive 
copper to corrosion. Be- dow ventilators, and room coolers. Earl Cook Organizes New A 
cause Hussey Pure Lake All members of the organization are . Co. 
Copper comes from the “salesmen” as Mr. Witthuhn believes Firm In Los Angeles Lon 
that the customer would rather deal to 
— pure Great Lake de- with a thoroughly trained engineer LOS ANGELES—Earl Cook has fish 
posits, the working and or executive than a poorly trained organized the Reliable Refrigeration lake 
corrosion-resisting quali- “oe who re a mga Service Co. with headquarters at oar 
* ; ohn Zeman, president of the com- | 728 S. San Pedro St. ' 
ties of Hussey are unique pany, spends most of his time ° © M. Rare thei 
—one of the big reasons selling large air conditioning and 
why Hussey Copper is so industrial refrigeration systems. The ‘ 
widely preferred in the air company concentrates on Milwaukee B 
meat packing firms which use all bers 
conditioning industry to- types of commercial and industrial had 
day. You will find it re- refrigeration. Herbert Waegner spe- the 
kabl t k cializes in industrial refrigeration indi 
mar y easy to work, equipment. witl 
shape and bend. Try Hus- Mr. Witthuhn, who is secretary \ This 
sey on your next job. and sales manager of the concern, K— brin 
likes to sell air conditioning and » — 
commercial refrigeration. He has - | ec 
Cc. G. HUSSEY & Co. found that many business concerns _ = chal 
(Division of Copper Range Co.) use both types of equipment and 8a the 
Rolling Mills and General Offices: believes that the two lines should be HAVE CLARAGE C 
PITTSBURGH, PA. handled by the same man in the field. M AKE T 1”? brin 
Warehouses in Principal Cities s HEM . dent 
PUBLIC SPEAKING’ PROMOTION Every year we ship decl. 


to builders of air “y 
conditioning units thousands upon thou- 


Clare Rognlien specializes in the 


sale of self-contained air condition- sends of Cisrage Slower Wheels ond rg 
ing units, portable room coolers, This smaller equipment is designed with Po 
window ventilators, and residential the same skill characteristic of the larger 9s 
heating systems. Interested in the [oer Saperne a6 Sneny al pre 
Science of specialty selling, Mr. And we have sizes to meet ALL RE- =e 
Rognlien has made a long study of QUIREMENTS—with slow speed operation can 
“how to get the order.” insuring SILENT PERFORMANCE. cert: 
‘ May we have your next inquiry? “T 
As “sales promotion” expert for Invi 
= 2 the firm, Mr. Rognlien speaks before : 
ee men’s clubs, service clubs, and busi- CLARAGE FAN COMPANY rd 
oO. wa ness organizations. Every year he KALAMAZOO, MICHIGAN i = 
: talks to Milwaukee high school Sales Offices in All Principal Cities "i 
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Chicago Jobber Tells What He Would Do 
lf He Were In the Service Business 


The Harry Alter Co. 
1728 S. Michigan Ave. 
Chicago, Il. 
April 13, 1940 
Editor: 

After reading “Zeke” Carrither’s 
article in your issue of April 10, 
“If I Were A Jobber,” I thought I 
would “stick my neck out” with the 
following remarks under the heading, 
“If I Were in the Service Business.” 

1. Remembering that’ keeping 
every man busy every working hour 
is the sure road to profits, my major 
job would be soliciting more busi- 
ness, developing new customers, and 
planning effective advertising. 

2. Knowing that such a sales pro- 
motion activity called for concen- 
trated effort on my part, I would 
arrange my own time to attain that 
objective. 

3. I would route and plan the work 
of my service men so as to secure 
full use of their productive working 
hours, as well as my own. 

4. Being fully aware that in serv- 
ice work every dollar I took in 
represented but 20% material and 
80% labor and profit, I would worry 
more about securing efficient labor 
than “bargain hunting” on my mate- 
rial purchases. 

5. My capital would be used to 
handle more business and more 
repairmen—not for carrying large 
stocks of parts, the value of which 
might shrink due to obsolescence and 
price reductions. 

6. I would let the jobber carry my 
inventory, only ordering what was 
needed for each job, thus never 
getting “stuck” on something I 
might never need, and even if my 
cost on supplies was slightly higher, 
no losses and no tied up capital 
would offset any possible cost in- 


crease. Besides I would not be 
devoting as much of my time to 
buying. 

7. My place of business would be 
spick and span, my windows would 
be brightly painted up to act as a 
constant advertisement. 

8. Myself and men would be either 
smartly uniformed in standard dun- 
garees or overalls or otherwise 
neatly and cleanly dressed. 

9. I would use uniform bill heads, 
letterheads, and business cards, and 
some “reminder stickers.” 

10. Every spare hour of myself or 
men would be devoted to leg work 


calls on_ prospective customers, 
dairies, drug stores, taverns, ice 
cream companies, bottlers, movie 


houses, and any other large users 
of refrigeration. 

11. My prices would be set up on 
a fair basis and I would never, never 
cut my own necessary profit, having 
in mind that the public is accustomed 
to paying well for service. 


12. Since my time for interviewing 
salesmen under this program would 
be so limited, I would set certain 
hours of certain days for salesmen 
or even after working hours, thus 
hoarding my most valuable asset in 
service work, namely TIME. 


It is human nature to think that 
the other fellow’s job or business is 
easier, compared to one’s own. I 
suppose the average refrigeration 
service man could write an equally 
effective article on the subject of 
“If I Were Publishing a Refrigera- 
tion Trade Paper.’”’ Maybe some of 
your readers might even accept that 
challenge, and who knows but what 
you might get a good idea out of it? 

HARRY ALTER, 
President 


Dallas Servicemen Complete Organization, 


Plan Activities For Coming Year 


DALLAS, Tex.—Unless the unfore- 
seen intrudes to prevent, the recently 
organized Lone Star Chapter of the 
National Refrigeration Engineers So- 
ciety of Dallas was to have met on 
the night of Monday, April 15, to 
formally receive its charter as a 
unit of the national group. 

A fish fry planned to be held on 
Wednesday, April 10, at White Rock 
lake, near Dallas, was _ postponed 
until Sunday afternoon. It was de- 
cided that holding the gathering in 
mid-week might impose hardship 
upon many in arranging attendance. 


The newly organized refrigeration 
service group moved swiftly toward 
a program of activity when it gath- 
ered in its first formal meeting April 
1 in the White Plaza hotel here. 
Some thirty persons attended the 


meeting, including three visiting 
refrigeration industry representa- 
tives. 


A telegram from Ansul Chemical 
Co. was read at the meeting of the 
Lone Star Chapter, making an offer 
to furnish 100 lbs. of smelt for a 
fish fry to be held at White Rock 
lake, nearby pleasure spot. Plans 
were made to hold this gathering 
for members of the industry and 
their wives and families. 


FRIENDLY FEELING SOUGHT 


Brief reports were made by mem- 
bers who in the week preceding 
had sought to achieve amity with 
the members of the trade who had 
indicated that they would affiliate 
with a_ strictly local organization. 
This effort had accomplished the 
bringing into the chapter ranks 
three new members, it was reported. 
Decision was made to hold open the 
charter membership roll until after 
the meeting of Monday, April 8. 


Commenting upon the efforts to 
bring about complete amity, Presi- 
dent Cline of the local chapter 
declared: 

“It strikes me that this is much 
like the case of the Methodists and 
the Baptists. They both are trying 
to gain the same ends, but in slightly 
different ways. If we both are 
Sincere, and both are tolerant, we 
can go along as we are, and there 
certainly will no injury come to any. 

“Let us not bear any antagonism. 
Invite these fellows up to our meet- 
ing at every chance you get. Make 
them know that after all, we are 
one, and our interest is common.” 

At the suggestion of President 


Cline, a committee of three was 
named to serve as a grievance com- 
mittee, to receive complaints from 
the public at large. 

“We can in this manner,’ said 
Mr. Cline, “gain for ourselves higher 
recognition as a group which places 
upon the work of its members a 
high regard. Not only will we work 
together to see that the customer 
gets the best possible service, but 
we hope to help the individual engi- 
neer to solve his problems.” 


MANUFACTURER VISITORS 


Among the visiting group were 
Ray Polley of Ft. Worth, represent- 
ing Ansul Chemical Co.; A. A. Haney 
of Ft. Worth, district sales manager 
for Mills Novelty Co.; and W. D. 
Knox, Dallas, representing Detroit 
Lubricator Co. 

Each spoke briefly, stressing the 
need for consistent effort among the 
membership to keep alive in it 
interest in matters which would be 
of benefit to all. Mr. Haney urged 
upon the membership that it asso- 
ciate its activities with such influ- 
ences as the utility companies, the 
chamber of commerce, and the better 
business bureaus, and to cultivate 
participating with them in efforts in 
which the common good would be 
served. 


Mr. Cline suggested that the meet- 
ings of the chapter be made a sort 
of a “clinic” in which the experiences 
of each member would be aired. 

“I often ‘tinker’ around,” explained 
Mr. Cline. “I do things others tell 
me have worked for them, and often 
learn a lot by doing such.” 


Unions To Oppose N. Y. 
Grand Jury Findings 


(Concluded from Page 1, Column 1) 
of the electrical union which allegedly 
“intentionally obstructed and pre- 
vented the purchase or shipment of 
large quantities of electrical starter 
and control equipment” from manu- 
facturers outside the state of New 
York. By requiring that all such 
equipment be “unassembled and 
unwired before installation in build- 
ings here,” the indictment declared, 
“useless work” was created by and 
for members of Local No. 3. Other 
defendants are charged with partici- 
pating in the arrangements. 
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New England Jobbers 
To Back Servicemen 


STURBRIDGE, Mass.—A program 
for closer cooperation between job- 
bers and service men was announced 
as the principal project for the 
New England Supplies Jobbers 
Association at a recent meeting held 
at the Publick House here. 

In discussing the jobber’s attitude 
toward cooperating with the Refrig- 
eration Service Engineers Society, 
the jobbers in attendance at the 
meeting decided: “Anything we can 
do to further the good work that 
the R.S.E.S. is doing will be gen- 
erally in the direction of bettering 
conditions in the refrigeration in- 
dustry. In so doing the serviceman’s 
operations will be made more suc- 
cessful, by maintaining the sale 
procedure from manufacturer, to 
wholesaler, to dealer (or. service- 
man), to consumer.” 

The meeting was attended by Bob 
Sheperdson of Standard Supply Co., 
Worcester, Mass.; Chet Borden of 
A. E. Borden Co., Boston; Carl 
Payson of C. P. Payson Co., Spring- 
field, Mass.; and Art Wasserman 
and Joe Simons of Marsden & 
Wasserman, Inc., Hartford, Conn. 


Other members of the New England \ 


association are: Resco, Inc., New 
Haven, Conn.; Rhode Island Engi- 
neering & Supply Co., Providence, 
R. I.; and Melchior, Armstrong & 
Dessau, Boston. 

Although an “All New England 
Supplies Exposition” was not held 
this year, it was felt that a show 
would be planned for 1941. 


N.Y. Won't Cut Cooling 
Water Without Cause 


(Concluded from Page 1, Column 5) 
uses being scrutinized with a view to 
economy.” 

Several inquiries have been re- 
ceived from owners of air condition- 
ing systems and from others contem- 
plating the installation of equipment, 
asking if the department would pre- 
vent the use of water for such 
installations. Said Mr. Goodman: 


“Unless the water shortage be- 
comes acute and _ desperate, the 
department has no _ intention of 
arbitrarily shutting down the opera- 
tion of refrigeration and air condi- 
tioning plants. We are, at present, 
mainly interested in conserving 
water and eliminating waste. 


“Modern, efficient equipment should 
be installed in owners’ self interest.” 


we 
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AIR CONDITIONING & REFRIGERATION NEWS, 


APRIL 17, 1940 


Planned Profit For the Distributor 
Through Accounting Control Methods 


Part 2 Achieving a Net Profit Objective 
With a Control Sheet & Performance Record 


Editor’s Note: This is the second instalment of a condensed 


version of an article by D. M. Magor, controller, 


York Ice 


Machinery Corp., on “Distributor Accounting Procedure For Planned 
Profit Control,” which appeared originally in the bulletin of the 
National Association of Cost Accountants. 


The article describes an accounting system designed for the 
specific needs of the distributor, in a plan which has attracted 
considerable attention in the field. The editors hope to present 
in future issues additional information on how a distributor 


can apply the plan. 


By D. M. Magor, Controller, York Ice Machinery Corp. 


Manager's Control Sheet and 
Performance Record 


Although the department profit 
and loss statements and the balance 
sheet as described in the manual 
are vitally important parts of the 
accounting procedure, especial em- 
phasis has been placed upon the 
‘Manager's Control Sheet and Per- 
formance Record” as the medium 


EVAPORATIVE 
CONDENSERS 
AMMONIA 


FREON 


Featuring: Super Heat-Removed Coil 
Bare Pipe Cooling Coil 
Sub-Cooling Coil 


ACME INDUSTRIES 
JACKSON MICHIGAN 


through which to establish a net 
profit objective accompanied by a 


monthly comparison of __ results 
achieved. 
In this form is centered. the 


planned profit control around which 
the entire distributor accounting 
procedure was designed. It implies 
the use of sales, quotas, definite 
gross profit objectives and expense 
budgets, all in whatever degree of 
refinement and accuracy we can 
influence our distributors to employ. 

Although we have had flexible 
budgetary control of expense in our 
own direct sales branches for a 
number of years, we have purposely 
refrained from including such an 
outline in the distributor accounting 
procedure to avoid confusion and 
lengthy explanations of details that 
would detract attention from the 
initial goal of encouraging’ the 
adoption of better accounting prac- 
tices. 

It was the intention to first illus- 
trate the advantages of improved 
accounting methods following at 
some later date with a recommenda- 
tion covering detailed budgetary con- 
trol of expense. 

We focused attention upon the 
manager’s control sheet, since it 
appeals to the distributor manager 
as a tool which he can use to 
improve operating performance. 
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Its utility can best be outlined by 
the application of an example based 
upon certain assumed _ conditions. 
These conditions have been set forth 
in “Exhibit D.” They are entirely 
hypothetical for the purpose of 
illustrating the use of the forms. 
They do not represent what either 
we or any of our distributors might 
desire in the way of _ planned 
objectives. 

Our sales division has developed 
potential volume figures for each 
territory, enabling either a new or 
an existing distributor to compare 
his performance against a standard 
for his territory. In this example a 
territory has been selected having an 
annual sales potential of $75,000 to 
$100,000. 

As we proceed with the descrip- 
tions of this outline it will become 
evident that the information devel- 
oped cannot only be used by an 
existing distributor, but is also suit- 
able for the study and analysis of 
any territory in which our own 
supervisors might wish to interest a 
prospective distributor. 

In fact, it has been used for that 
purpose upon numerous occasions 
and the method of approach has 
proved quite effective because of the 
logical conclusions set forth in the 
manager’s control sheet. It has also 
been found that a prospective dis- 
tributor employing an investigation 
of this nature gains the confidence of 
his bankers or others whom he 
might wish to interest from an 
investment standpoint. 


Setting Up the Manager's 
Control Sheet 


In “Exhibit D” the distributor 
establishes his average desired gross 
profit to sales as 33.3% of the sales 
dollar. This would ordinarily repre- 
sent an average of all lines of 
products sold, namely, York manu- 
factured equipment combined with 
all other lines handled. In _ this 
example the distributor has $18,000 
of invested and $1,000 of borrowed 
money. 

The assumptions as to a desired 
profit may be constructed in the 
manner shown, with a temporary 
nod of recognition for an excessive 
interest rate on borrowed money. 

The desired profit might also be 
simply stated in terms of percentage 
to the net sales if the distributor so 
desires. The amount involved de- 
pends considerably upon the capital 
structure of the business and the 
ratio of net worth to sales as well 
as gross profit expectancy. 

Operating statements are designed 
to segregate fixed from variable 
expenses. Some expenses under the 
fixed classification in the assumption 
might be variable in an individual 
business. 

The example assumes a_ single 
proprietorship type of organization 
where the owner also acts as man- 
ager. For such service he pays 
himself a salary each month. The 
example, as stated, shows a desired 
profit and fixed expense total of 
$10,210 per year or $851 per month 
in even figures. 

The manager’s control sheet is 
illustrated in “Exhibit E.” The same 
form is continued on the back of the 
sheet to cover the second half of 
the year. 

In describing the application of 
the example to “Exhibit E,” we first 
wish to explain the objective column 
to the left of the heavy vertical line, 
leaving until later the actual per- 
formance record to the right of that 
division line. 


Setting Up the Objectives 


In lines 1 to 5 inclusive, we insert 
the assumed monthly figures taken 
from “Exhibit D,” showing a total 
fixed expense and desired profit of 
$851 per month. In stating the 
objective on lines 6, 7, and 8, we 
change from dollars per month to 
ratios to the sales dollar, and to 
avoid large decimals we deal in 
dollars per thousand of sales. 

This is accomplished simply by 
shifting the decimal point one place 
to the right. In other words, $333 
per thousand of sales is equivalent 
to 33.3% shown as an assumed gross 
profit on “Exhibit D.” 

Although no detail of the variable 
expenses is shown in this presenta- 
tion, the total is placed at $235 per 
thousand or 23.5% to the sales dollar. 
As mentioned previously, this ex- 
pense is presumed for the sake of 


| the example to be 100% variable, 


meaning that it fluctuates directly in 
proportion to the volume changes. 
Deducting that expense ratio from 


Exhibit ‘D’ - - Example Used on Control Sheet 


| EXHIBIT D- 
| EXAMPLE USED ON CONTROL SHEET 


ASSUMPTIONS 
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the gross profit assumption leaves a 
variable operating profit of $98 per 
thousand, or 9.8% to the sales dollar 
as shown on line 8. This, then, be- 
comes the free, unencumbered proof 
with which to pay for fixed expense 
and the desired profit objective. 
Lines 9, 10, and 11 are identical 
with 6, 7, and 8, except that they 
provide a convenient means for com- 
piling cumulative figures in the 
actual performance section of the 
form as the year progresses. Further 
reference will be made to this fea- 
ture in subsequent paragraphs. 
Dividing $851 per month on line 5 
by the 9.8% on line 8, provides an 
average sales volume of $8,684 per 
month, as shown on line 12. Multi- 
plying that figure by 12 we insert 
$104,208 immediately beneath as the 
annual amount of sales volume re- 
quired to yield the net profit desired. 
Similarly, by dividing $475 per 


month on line 3 by 9.8% we obtain 
$4,847 per month, or $58,164 per 
year representing the break-even 
point as shown on line 13. 
Therefore, under the conditions as 
stated in the example, the distributor 
determines in advance the volume, 
profit margin, and expense ratios 
needed to provide the net profit 
desired and promptly determines the 
break-even point to be $58,164 per 
year and the desired volume $104,208 
per year, with a profit area lying 
between those two figures. He 
knows, further, that below $58,164 
per year, losses will begin. These 
calculations hold good, of course, 
only with the understanding that the 
ratios of profit and expense are 
maintained at the assumed figures. 
The sales quota for the ensuing 
year is inserted on line 15, princi- 
pally to serve as a comparison with 
(Concluded on Page 15, Column 1) 
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Exhibit ‘E’ - - Manager's Control Sheet and Performance Record 


MANAGERS CONTROL SHEET AND PERFORMANCE RECORD 


YEAR ENDING. _ _Dec. 31, 1939 —— -_ 
ome OBJECTIVE es _ACTUAL PERFORMANCE 
| FIXED - PER MONTH | sochbl oF Jan. MONTH OF Feb. MONTH OF Mar MONTH <2 A d MONTH OF Ma OS ¥ oa we oF June i 
1 |Fixed Expense 225.00 210 240 Saeed aa out | 
| 2 | Owners Salaries 250.00 250. 250. 250. ——s de f 
3 ___TOTAL | __ 475.00. 460 490 475 a ! 
4| Net Profit Desired 376.00 321. 424. 501 636. i aS ES 
5 TOTAL FIXED 851.00 781. 914. 976. | | | 
Cumulative - (1695.) (2671.) 
VARIABLE OPERATING PROFIT cer «hea DOLLARS s1000 DOLLARS $1600 DOLLARS s1000 DOLLARS 1600 DOLLARS 1600 DOLLARS s150 
or SALES SALES SALES SALES SALES SALES SALES 
6 | Total Gross Profit Mooth 333,00 2070. | 345.0 3960. 1333.00 2700 00.00 a aie 
7 | Less Variable Expense Month 235 00 2052 342 40. 260.0 | as 
8| Variable Operating Profit _ Month 98.00 18. | 3.00 2220. |185.00 360. | 40. a is 
9 | Total Gross Profit Year 333.00 2070. | 345.00 6030. |335.00 8730. |323:33 
10 | Less Variable Expense Year 235.00 2052. | 342.00 3792. |210.67 6132. |227.11 — = 
n Variable Operating Profit Year 98.00 18. 3.0 2238. | 124.3 2598. 96.22 | 
DOLLAR MONTH OF MONTH OF MONTH OF MONTH OF MONTH OF MONTH OF 
SALES VOLUME Mar. ce ie | May _ June _ . 
12 | Sales Volume Required Month 8684, 7399 9796 Ee, 14693 14276. 13860- 
to Make Net Profit (LineS) Year 104208. 7399. 17195. 28762. 43455 57731. 71591. 
13 | Sales Volume Required to Month 4847. 4130. 5467. 6456 820] _ 7968 2736. 
Meet Fixed Expense (Line3) Year 58164. | 4130. | 9597, | 6053. 24254 32222. 39958. 
14 | Actual Sales Volume Month | x x x x : 6000. a: 12000. | ____-9000. 
—_ pwede Wo dab 6000. 18000. | 27000. | 
15| Seles Quota Month | 7455. | 9870. 11655. 14805. | 14385 13965 
Year || 105000 7455. | 17325. 28980. 43785 i 58170 72135 
16 | NET PROFIT EARNED YR TO DATE i ieee 442. (L) 1288. 1173. 
17 | NET PROFIT DESIRED (LINE 4) | 4512 a 2S 745, | 1246. | 1882. _ 2500 3100 
18 | NET WORKING CAPITAL | 1 ! 
ie ! per 7 i }—— See eer ROMER: 
| 19| NET WORTH 2G ae a 53 4 Z 1 a 
seasonable business where sales $442 which is entered on line 16 


Control Sheet Gives 
Manager a Checkup 
On Profit Objectives 


(Concluded from Page 14, Column 5) 
actual sales secured throughout the 
year in the actual performance sec- 
tion of the report. Depending upon 
general conditions and the effective- 
ness of the distributor within his 
own territory, the sales quota estab- 
lished for a given year may be 
radically different from the total 
annual volume entered on line 12, 
representing the desired sales. 


In severe depression years the 
sales quota figure might easily run 
less than the $58,164 shown on line 
13 as required to break even. The 
quota figure is, in other words, the 
manager’s forecast of the probable 
volume available within the next 12 
months. 

To permit distributing the desired 
profit across the page to the right 
in even dollar amounts, the desired 
profit is shown as $4,512 and inserted 
on line 17. 

Inasmuch as the control sheet is 
concerned principally with the effi- 
cient management of controllable 
operating factors, it includes net 
operating profit before income debits 
and credits, which have been omitted 
since they are entered on the regular 
departmental profit and loss state- 
ment provided in the manual. The 
net working capital and net worth 
on lines 18 and 19 are shown for 
memorandum purposes. 


The Problem of Variations 
In Monthly Sales 


Considering next the actual per- 
formance section of the control sheet 
to the right of the heavy, vertical, 
dividing line, we find provision for 
the first six months actual figures on 
“Exhibit E.” The assumed actual 
figures for January, February, and 
March have been filled in. 

One of the principal problems 
encountered in accounting for a con- 
tracting type of business hinges 
around the fact that the sales volume 
fluctuates violently between months. 
For this reason cumulative figures 
are found to be increasingly reliable 
as the year progresses. Again, in a 


volume is influenced by temperature 
and humidity fluctuations, it is neces- 
sary to give recognition to the 
curves developed for different seasons 
of the year. 

Our sales division has developed 
standard percentages of the annual 
volume that may be expected to fall 
within the various months of the 
year for each temperature and hu- 
midity zone, which have been applied 
to the various distributors’ terri- 
tories into which the country is 
divided. For the purpose of this 
example the sales quota shown on 
line 15 has been spread across the 
months to the right of the heavy 
vertical line on the basis of such per- 
centages found in a selected territory. 

The annual quota of $105,000 is 
assigned to the months on the basis 
ot 7.11% for January, 9.39% for 
February, 11.10% for March, the 
aggregate of such monthly percent- 
ages adding up to 100% for the year. 
Similarly, lines 4, 12, and 13, are 
distributed across their respective 
lines to afford proper recognition of 
expected seasonal fluctuations. 


Information Provided By 
Monthly and Cumulative 
Figures 


In this example it has been as- 
sumed that actual sales fluctuated 
materially from the expected sales 
quota. Reference to line 14 shows 
an assumed actual sales of $6,000 
for January, $12,000 in February, 
and $9,000 in March. The individual 
months do not agree so well with 
line 15, but at the end of three 
months the cumulative figure is not 
far from the quota total. 

For the sake of clarity let us 
follow through the month of January. 
The actual fixed expense and the 
owner’s salary is entered on lines 1 
and 2 respectively. From the $6,000 
actual sales on line 14, the distribu- 
tor realized $2,070 actual gross profit, 
entered on line 6. 

The variable expense for January 
was assumed to be $2,052 and entered 
on line 7. This is considerably above 
the average expectancy and probably 
includes some non-recurring expense 
which the distributor did not take 
the trouble to distribute evenly over 
the months of the year. 

Resulting variable operating profit 
is shown on line 8 as $18. This 
amount deducted from the total of 
line 3 leaves a loss for the month of 


where it forms a ready comparison 
with the desired net profit on line 17. 

The cumulative effect of the form 
can be better appreciated by refer- 
ence to the figures at the end of 
March. On line 14 the cumulative 
volume is shown as $27,000, com- 
pared with the sales quota of $28,980 
for the first three months. From 
the actual volume of $27,000 a gross 
profit of $8,730 was accumulated on 
line 9 from which was deducted an 
assumed variable expense of $6,132, 
leaving $2,598 variable operating 
profit for the first three months. 

From this figure is deducted the 
total fixed expense on line 3, amount- 
ing to $1,425 at the end of March, 
leaving a net profit of $1,173 on line 
16. This net profit actually earned 
is somewhat less than the objective 
figure of $1,246 on line 17. 

Tracing back, we find that the 
variable operating profit on line 11 
is slightly under the desired objec- 
tive, but that the variable operating 
expense on line 10 is better than the 
standard adopted. 

The loss is found in the failure to 
obtain the desired ratio of gross 
profit on line 9 whether the actual 
was $323.33 per thousand compared 
with a desired spread of $333 per 
thousand. 

Having determined the failure to 
meet the goal as attributable to the 
gross profit element, the distributor 
now refers back to “Exhibit C,’’ lo- 
cating the individual contracts that 
yielded a low margin and traces the 
cost through “Exhibit B” to the 
commodity group classifications caus- 
ing the losses. 


General Comments on the Plan 


Beyond the advantages gained by 
the individual distributor through 
the adoption of improved accounting 
records, we have in mind further 
vaiuable information that will be 
available to those adopting the plan 
through consolidation of comparative 
figures submitted to the home office 
which can be developed into per- 
formance averages against which 
each distributor may measure his 
own record. 

This will become particularly 
valuable when sufficient history is 
available to compare gross profit 
performance and variable operating 
expense ratios. 

Since publishing the distributors’ 
accounting manual we have had a 
very encouraging acceptance of the 
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dust removal. 


others. 
in other filters. 
ging. 


ice life. 


2. Economy—service life is long—costs 
less than many filters, no more than 


3. Initial efficiency retained longer than 
4. Very low air resistance—no spot clog- 
5. High dust capacity, hence longer serv- 


6. May be used in any position—will 
The Detroit Air Filter is made of two 45° cross section slices of corrugated board, 
placed together so air passing through must make a right angle turn. The dust catching 
fluid, impregnated in the fiber, grabs the dust as itgoes by. Write for descriptive bulletin. 


Eleven Good Reasons For Using 


DETROIT AIR FILTERS 


1, Exceptional cleaning efficiency —90% 


not warp or sag. 


7. Rigid construction—does not pull 
apart when removed for replacement. 
8. No particles of adhesive or filter ma- 
terial can be picked up by the air 


stream. 


9. Odorless—and remains tacky at 10° 


—will not drip at 180°. 


10. Air stream leaving the filter may be 


directed by the filter itself. 


ll. Serves as an effective sound 


deadener. 


DETROIT LUBRICATOR 


(Formerly the 
Arco Air Filter) 


COMPANY 


General Offices: DETROIT, MICHIGAN 
Canadian Representatives: RAILWAY AND ENGINEERING SPECIALTIES LIMITED © Montreal, Toronto, on 


= 


accounting plan which it outlines 
and recommends. Its adoption by 
our distributor organization is en- 
tirely a matter of voluntary accep- 
tance. Many of our distributors felt 
the need for some improved method 
of accurate accounting records and 
it was partially in response to their 
request for assistance that we under- 
took the preparation of the manual. 


Like many other concerns, we feel 
that any plan promoting a more 
thorough knowledge of costs and 
operating facts will serve to improve 
business generally, minimize unwise 
competitive practices, and eventually 
diminish distributor losses and 
failures. 


Any effort in that direction by 
competitive concerns or jin _ allied 
business firms reflects indirectly to 
our own benefit. For that reason 
the plan developed in the “Distribu- 
tor Accounting Procedure for Plan- 
ned Profit Control” is available to 
any one who may be interested in a 
similar effort to assist toward im- 
proved distributor accounting. 


Metal Stamping & Mfg. 
Now ‘Morrison Products’ 


CLEVELAND—Effective May 1 
the name of Metal Stamping & Mfg. 
Co., 16816 Waterloo Rd., maker of 
“Airstream” blowers for the air 
conditioning industry, and of metal 
stamping specialties, drawn steel 
sheaves and pulleys for V-belt drives, 
and similar products, will be changed 
to Morrison Products, Inc. 

There has been no change in stock- 
holders, directors, or personnel, the 
company declares. 


Buffalo Dealers To Plan 
Refrigeration ‘Week’ 


BUFFALO—Plans for an “Electric 
Refrigeration Show Week” will be 
discussed by refrigeration dealers, 
distributors, and salesmen from the 
Buffalo area who attend the 
“Jamboree” to be held April 19 in 
Hotel Buffalo by the Electrical 
Association of the Niagara Frontier. 

R. H. Davison is in charge. 


NEW, 


ra 


No. 5 
Capacity 
diam. 


WHEEL \/ PULLER 


A simple, efficient tool for hard pulling 
jobs such as flywheels, fans and pulleys— 
universal for all make _ refrigerators. 
Rotating arms grip in any position— 


internal or external pulley—odd and even 


spoked wheels. Hex head power screw 
has narrow band to facilitate hand turn- 
ing. Made of special steel, hardened and 
tempered. Fully guaranteed. Sold by 
mill supply and _ refrigeration jobbers. 


Jj. H. WILLIAMS & CO. 


225 Lafayette St., New York, N. Y. 


” (1) COMMERCIAL ~ 
REFRIGERATION 


(1) PROFITS from 


COMMERCIAL REFRIGERATION 


(2) AIR 
CONDITIONING. 


General Electric offers you a complete line of Food Storage and Dis- 
play Cabinets, Bottle Beverage Coolers, Water Coolers, Condensing 
Units, Cooling Units, equipment for Walk-in Refrigerators and Locker 
Storage plants. In addition —to sweeten your year ‘round business— 


G-E Heating and Air Conditioning equipment may also be handled 


under one franchise. 


(2) PROFITS from AIR CONDITIONING 


G-E gives you a complete line for cooling one room, 
a group of rooms or a whole house. Plus“Packaged 
Weather” units for air conditioning shops and 


offices—and easy-to-sell Air Circulators! 


(3) PROFITS from HEATING 


The complete G-E heating line includes oil and gas 
fired equipment for radiator or warm air heat—plus 
an Oil Burner. All backed by national advertising. 


----- --- GENERAL @ ELECTRIC -------- 


GENERAL ELECTRIC COMPANY, Div. 199-270, Bloomfield, N. J. 
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Lockers Boost His Business 


(Left) George Denson, manager 
of the locker storage plant of 
the 20th Century Supermarket, 
Madison, Wis., stands beside one 
of the two 10-hp. Lipman refrig- 
erating machines used on this 
job. (Right) Mr. Denson holds 
up a cock pheasant taken from 
the plant’s sharp freezer. 


ELECTRIMATIC 
WATER REGULATORS 


“FREON’ - METHYL - SULPHUR 


e 
Bronze Body 
* 
Replaceable 
Seat Bead and Seat 


TROUBLE 
FREE 


* 
Speed Wrench 
Adjustment 


Type WL 
(%" PPT) 


Literature on Request 


THE ELECTRIMATIC CORP. 
2100 Indiana Ave., Chicago, Ill. 


Lockers Bring Customers 
To Madison Market 


MADISON, Wis.—Locker storage 
facilities in connection with the 20th 
Century Market’s east side unit are 
drawing many customers for the 
store, according to George Denson, 
manager of the firm’s meat depart- 
ment. Along with groceries, meats, 
fresh vegetables, frozen foods, and 
other household staples, the firm 
sells Hotpoint refrigerators and elec- 
tric ranges. 

Customers trading at the 20th 
Century Supermarket can get about 
anything they want in the way of 
food, meats, and household products. 
Two hundred Durabilt lockers are all 
rented, and the market plans to 
install 200 more units in the near 
future, because of the _ persistent 
demand for this service. The com- 
pany also plans to install a second 
locker plant in connection with its 
air conditioned west side market, 
located 5 miles distant on the other 
side of Madison. 

Only packing house meat is sold 
to customers at the 20th Century 
locker plant, with the exception of 
game, which appears in large quanti- 
ties during hunting season. Mr. 
Denson reports that as many as 18 


30% of Locker Plants 
are Masterbuilt Equipped 


preference can only be 


Completely Individual Locker | 
e 


Utmost in 
tion. 


sanita- 


ERE is a fact worth noting—of the Locker 
Plants reporting to the U. S. Department of 
Agriculture, Extension Service, approximately 30% 
are equipped with Masterbuilt Food Storage Lockers. 


There Is a Reason This overwhelming 
attributed to 
Masterbuilt Food Storage Lockers offer all of the important 
advantages so necessary to the success of Locker Plant operation. 
Here are a few of the outstanding advantages of the 


the fact that 


deer have come in during one day 
and many game birds are frozen and 
stored by the plant’s customers. 

Packing house meat is hung in a 
regular walk-in cooler which is kept 
at 38° F. After this it is processed 
and then frozen in the large sharp 
freeze room, which is kept at minus 
10° F. The packages, which are 
frozen on bare pipe coils, are then 
transferred to the customer’s locker 
for storage until used. 

Refrigeration is provided by a 
20-hp. General Refrigeration system 
composed of two 10-ton Lipman 
compressors. Other Lipman com- 
pressors operate the five Campbell 
display cases used for fresh meat, 
vegetables, cold meats, fish, and 
frozen foods sold in the firm’s retail 
meat department. 

Mr. Denson reports that the Booth 
line of frozen fish and vegetables 
sells rapidly from the Campbell dis- 
play case. This heavily insulated 
unit is equipped with five layers of 
glass on the front, giving the cus- 
tomer a clear view of the Booth line 
of frozen foods. Products on display 
included peas, rhubarb, red rasp- 
berries, black raspberries, and 
cherries. 

Both of the 20th Century Super- 
markets are located in large, modern 
buildings on the edges of Madison, 
and customers must drive several 
miles to shop. Ample parking facili- 
ties are provided, but Mr. Denson 
asserts that the storage lockers are 
one of the principal drawing cards 
which bring people out to shop. 

Air conditioning installed in the 
company’s west side unit is a well 
water system using large blade fan 
unit coolers. 


Unitized Locker Plants 
Promoted By Texan Firm 


DALLAS, Tex. — Enthusiastic ac- 
ceptance by food retailers in rural 
Texas of the unitized locker system, 
which makes it possible for these 
merchants to offer refrigerated locker 
service to their patrons, is reported 
by H. W. Cline, manager of Southern 
Refrigeration Co. here. 

Mr. Cline (a 15-year veteran of 
the refrigeration business and the 
man who established Super-Cold’s 
southwest factory branch here) and 
his associates in Southern Refrigera- 
tion Co. are making an _ intensive 
effort to promote this type of locker 
equipment in the outlying sections of 
the state. 

Already they have contracted for 
several installations of this type, 
each one of which is in some type 
of food store. In fact, Mr. Cline 
asserts, so favorable has been the 
reception of the unitized equipment 
by the food merchants that orders 
are at present running ahead of 
available production. 

“There are three primary reasons,” 
Mr. Cline points out, “why this type 


of locker equipment is ideally suited 


to the needs of the average food 
store, not only in small towns and 
agricultural sections, but also in the 
larger cities. 

“First, there is the matter of 
increased service to patrons. Second, 
the savings effected by providing a 
storage place for his own stock of 
perishable goods. Third, the fact 
that installation of such equipment 
by the food merchant more or less 
precludes the establishment of a 
locker plant (which in some ways 
provides definite competition for the 
food store) in that vicinity. 


“To the food store operator him- 
Self, all three of these arguments 
carry considerable weight,” Mr. 
Cline concludes, ‘while the last 
mentioned factor, the one which 


Necessity 


Is the Mother— 


The combination frozen food storage and quick-freezing room installed 

by Herbert Refrigeration Co., Waterloo, lowa, in the basement of the 

Hazen and Trainor grocery. At the right is the door of the quick freezer, 

in which as much as 300 pounds of fresh produce has been frozen in a day. 
This produce is later sold to the store’s food customers. 


Grocer’s Problem Solved 
By Commercial Dealer 
—Both Reap Profit 


WATERLOO, Iowa—The Hazen & 
Trainor grocery here made a mis- 
take—a mistake which resulted in 
making a losing proposition out of 
what should have been a _ profit- 
building department. 

By helping this store correct its 
error, Herbert Refrigeration Co., 
local dealer for Frigidaire commer- 
cial refrigeration and air condition- 
ing equipment, not only guided the 
grocery to bigger profits but also 
cut a nice piece of new business for 
itself. 

The mistake made by the Hazen 
& Trainor organization was to build 
up a substantial volume in frozen 
foods without providing adequate 
facilities for storing this type of 
merchandise. 

The store had worked long and 
hard to encourage the use of frozen 
foods among its customers, but its 
refrigeration equipment was _ not 
capable of keeping this food more 
than a matter of hours. So, when- 
ever the pace of frozen food sales 
slackened, some of the stock on 


4 


hand would usually defrost before it 


be 


could be sold, and then would have 
to be thrown out. 

In addition, the store found that 
its sales of local seasonal products 
were affected by its frozen food sales. 
As a result it became impossible for 
the store to realize the profits they 
should have made on fresh vegetables 
had they been able to buy them in 
large quantities. 


Herbert Refrigeration Co. heard of 
the store’s difficulty, and promptly 
went to work. The grocery had a 
basement which was being used only 
partially for the storage of non- 
perishable goods, so the refrigeration 
firm decided that some of this space 
could readily be used for a new 
refrigerated store room. 


In selling this idea to the man- 
agement of the grocery store, the 
Herbert organization pointed out 
that if a sharp freezer were installed 
in this cooler the store could not only 
keep its stock of frozen foods indefi- 
nitely but also could freeze some of 
the community’s surplus fresh vege- 
tables when they were in season and 
sell them to the store’s frozen foods 
customers later in the year. 


The idea clicked, and into the 
store’s basement went a refrigerated 
storage room with a capacity of 
about 5,000 pounds of food, and a 
processing room with a Frigidaire 
condenser and 11 vacuum plates. 


SOFTNESS 


You get it in WOLVERINE TUBING 


WOLVERINE TUBE CO. 


DETROIT 


ment. 


IN AIR CONDITIONING 


Select your man-power with the same 
care you exercise when buying equip- 
Men graduated from America’s 


engineering. Many have had years of 
experience before taking _ training. 
Write and tell me the kind of man you 


ay 


@ Protection against tends to make the food store owner largest refrigeration and air condition- want. I will send you the names 0 
odors, dehydration, a more stable and sound economic ing ne — really know their several, especially ‘selected to meet 
aie t. tis eeeiie be be business. hey have been thoroughly your individual needs, with a fr 
etc. u ommunity, has en a a in both theory and practice statement as to their ability. Let me 
e FI ‘pili Ci most convincing argument in win- 4 supers “Lit t bg tees am 4 you . I pave helped other = 
exiD1 ity of in- ing from banks or civic organizations man available—heating, cooling, air plazement service, “Address ¢ eorge L. Su 
stallation. , whatever support is requisite to i wae er cae = = ndler, Personnel Director, Filt 
~ ' acceptance of the idea.” f wr ! 
@ Sturdy construe INDUSTRIAL TRAINING INSTITUTE ‘sme 
tion. 2130-2158 Lawrence Avenue, Chicago, MDlinois 
Big reduction in Organization of Texas 
erection costs. Pressure o° 
Locker Group Planned Kuocha Head For a Loon / / = / 
GET THE FACTS Here is a practical and profitable way A 
DALLAS, Tex.—Plans to organize to correct over-taxed air-cooled jobs. yy 
before you buy any a Texas chapter of the National | | stall a SUPERIOR ECONOMIZER (Heat Exchanger) between the Mi 
locker. Write for par- compressor and air-cooled condenser. Hook it up with a water 
: Frozen Food Locker’ Association valve, as illustrated. Set the water valve to open at the maximum 
ticul i = soar 
ars. desired head pressure. Then ... when the temperature s and 


were formulated at a meeting of 
locker plant operators held here 
April 8. Officers for the group were 
elected. They are: F. M. Wimberly, 
Dallas, president; J. J. Ragford of 


head pressure would normally ring the bell . . . the water valve 
opens, admitting just enough water to the 
Economizer to keep the head pressure down 
to normal and the capacity up to par. 

Uses water only during peak load conditions, 
and then, very little. 


Write for Catalog R1, or see your nearest 


Masterbuilt Lockers are endorsed and sold by 
distributors of refrigeration and insulation. 


MASTER REFRIGERATED LOCKER SYSTEMS, Inc. 


121 Main St. Sioux City, Iowa — Ralph J. Smith of SUPERIOR Jobber. 
, nton, and Harry Bettis of 
O 125 000 M b ‘] # k . U Olney, vice presidents; T. G. Kelly, SUPERIOR VALVE & FITTINGS co. UTILI 
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BETTER 
SERVICE 
EXTRA DRY | 
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VIRGINIA SMELTING CO. 
WEST NORFOLK, VA. 


tributer carries a com- 
plete stock for appliances 
and machines, 


THE DAYTON RUBBER 
MFG. CO., DAYTON, OHIO 


ASCE RED ws rat or, 


Valves and Fittings 
_ The Standard of the — 
——— 


Kerotest Manufacturing Co. 
Pittsburgh, Pa. 


Condensing Units for every 
commercial refrigeration 
and air conditioning re- 
quirement .. . Also 
packaged air conditioners. 


CURTIS 


REFRIGERATION 


AIR CONDITIONING 
ane COMMERCIAL 


Curtis Refrigerating Machine Co. 
Division of Curtis Manufacturing Co. 
1912 Kienlen Ave., St. Louis, Mo. 


Established 
1854 


Write today 
for prices. 


Will give you long and _ excellent service. 
Thick and well quilted. Fit any refrigerator. 
FULTON BAG & COTTON MILLS 
Manufacturers _ since 1870 
Atlanta, New York, Kansas City, Kan., 
Minneapolis, New Orleans, St. Louis. 


Water Coolers — Filters 
Cafeteria — Industrial 


Commercial Remote 
Surge Tanks Pipe Coils 


Filtrine Mfg. Co., Brooklyn, N. Y. 


.. At Your Beck and Call 


j,, THE MAN 
/~ YOU NEED! 


<— Call on U.EI. for 
2S TRAINED MEN—instal- 
lation and service men 


are trained 
as you want them train- 
ed for all _ positions 
requiring technical 
knowledge or mechanical 
ability. Our Free Employ- 
ment Service is nationwide, 
personal, prompt. Try it. 


404 N. Wells St. Est. 1927- Chicago, Iilinois 


CLASSIFIED 
ADVERTISING 


RATES: Fifty words or less in 6-point 
light-face type only, one insertion, $2.00, 
additional words, four cents each. Three 
consecutive insertions $5.00, additional 
words ten cents each. 

PAYMENT in advance is required for 
advertising in this column. 

REPLIES to advertisements with Box 
No. should be addressed to Air Condition- 
ing & Refrigeration News, 5229 Cass 
Ave., Detroit, Mich. 


POSITIONS WANTED 


POSITION WANTED by an air condi- 
tioning service engineer, who is willing 
to take a job in either air conditioning 
or refrigeration. I am a graduate of the 
Industrial Training Institute of Chicago. 
For further reference, write MR. UNO 
MAKI, Box 42, Zim, Minn. 


YOUNG MAN, age 28, single, and am- 
bitious. Good character references. High 
school graduate and two years of college. 
Graduate of Air Conditioning & Refrig- 
eration Institute. Will consider anything 
concerning air conditioning, refrigeration 
or heating. Can handle estimating. Salary 
secondary. Write MAX BOOKWALTER, 
Thompsontown, Pa. 


REPRESENTATIVE AVAILABLE 


MANUFACTURER’S REPRESENTATIVE 
calling on _ refrigeration jobbers and 
dealers in Detroit and Toledo areas 
handling well known low-side equipment 
is in position to handle another line. 
Correspondence kept strictly confidential. 
E. T. KLEE, 2008 West Grand Blvd., 
Detroit, Mich., Phone Tyler 4-8050. 


BUSINESS OPPORTUNITIES 


MY CLIENT, a _ retired’ refrigerator 
manufacturer, desires to re-enter the 
refrigeration industry. He is interested 
in financing the manufacture of any 
worth while commodity related to refrig- 
eration or air conditioning, particularly 
the manufacture of items covered by 
patents or patents. pending. Write: 
CHARLES PINCUS, Attorney, 9 E. 40th 
Street, New York City. 


BRAND NEW %—%—'%—% H.P. 25 and 
40 cycle motors, capacitor type cradle 
base for sale individually or in_ lot. 
Contact ASSOCIATED REFRIGERATOR 
PLANT, INC., 3028 W. Hunting Park 
Ave., Philadelphia, Pa. 


REFRIGERATION SERVICE business 
for sale, well established, stocked and 
equipped. Centrally located, Minneapolis. 
Doing nice volume. Also stock of Frigid- 
aire rebuilt condensing units, coils, and 
equipment ranging from 4 to 1% H.P. 
Write for prices on your requirements, 
3425 34th Ave., So., Minneapolis, Minn. 


FRANCHISES AVAILABLE 


DIRECT FACTORY CONNECTION. Sell 
refrigerated display cases, walk-in coolers, 
reach-in refrigerators, refrigerating units, 
to meat markets, grocers, taverns, etc. 
Financing arrangements to help sell. 
Write for full information, or see DEPT. 
A, EHRLICH REFRIGERATOR MFG. 
COo., St. Joseph, Mo. 


EQUIPMENT WANTED 


WE BUY UP manufacturers, jobbers, 
dealers bankrupt surplus and _ discon- 
tinued merchandise and equipment. We 
are interested in motors, compressors, 
controls, valves and parts. Send us a 
list of equipment you have. R & R 
REFRIGERATION CO., 508 Morris Ave., 
Bronx, N. Y. 


WE BUY SURPLUS, discontinued stock 
of refrigeration parts, controls, gauges, 
expansion valves, valves, regulators, com- 
pressors, units, evaporators, belts, trays, 
hardware, fittings, motor parts, condens- 
ers, and motors. Submit quantity and 
price or send sample. ADAMS SUPPLY 
CO., 2074 Webster Ave., New York, N. Y. 


EQUIPMENT FOR SALE 


FOR SALE at ridiculously low prices for 
cash. Approximately 125 five cubic foot, 
top mount electric refrigerator cabinets. 
Porcelain interior, white Duco exterior 
finish on bonderized steel. For further 
details write THE MAINE MANUFAC- 
TURING COMPANY, Nashua, New Hamp- 
shire. 


QUANTITY OF 2 row 9 pass condensers 
brand new, suitable for use on % and 
% hp. units—$2.00 each. Also Sparton 
and Gibson compressor bodies complete 
with pistons—$3.95 each, used re-fillable 
2” dryers, 75¢ each. Syntron Sparton- 
Gibson seals—$3.75. ASSOCIATED RE- 
FRIGERATOR PLANT, Inc., 3028 Hunt- 
ing Park Ave., Philadelphia, Pa. 


BRAND NEW General Electric and 
Frigidaire units complete with pressure 
control: %, %4 and % Horse Power. New 
% and % Horse Power Frigidaire com- 
pressors. New 4 and % Horse Power 
General Electric bent over compressors. 
All brand new merchandise packed in 
individual cartons. GENERAL REFRIG- 
ERATORS CORP., 518 East 20th Street, 
New York City. 


REPAIR SERVICE 


CONTROLS RECONDITIONED like new. 
Precision work by experts. “Years of 
Satisfied Customers,” our motto. All work 
guaranteed for one year. Try us and be 
convinced of our unexcelled service. 
Special prices in quantity lots. For 
further information write: UNITED RE- 
PAIR CO., INC., 342 W. 70th St., New 
York City. 


G. E. DR1I—DR2—$27.00; Domestic West- 
inghouse $27.00; one year unconditional 
guarantee. Place order for any model 
G. E. or Westinghouse sealed unit. Ship- 
ment will be made from stock same day. 
Return old unit later. Our production 
line turns out completely rebuilt sealed 


ap ee " ‘ i on 
et! 3 Septapees rhe 


units mechanically comparable to manu- 
facturer’s with replacement service in- 
ferior to none at prices that enable you 
to realize profit on resale. Send for 
Complete replacement schedule. REX 
REFRIGERATION SERVICE, INC., 2226 
S. State, Chicago, Il. 


FREE HERMETIC CATALOG complete 
with prices on refrigerator units, rebuild- 
ing and exchange service. General Elec- 
tric, Westinghouse, Majestic, Frigidaire 
and a complete stock of Grunow com- 
pressors and parts. Immediate shipment. 
For your copy specify catalog A. 
SERVICE PARTS COMPANY, 1101-3 
North 24th Avenue, Melrose Park, Illinois. 


CONTROL REPAIR service. Your con- 
trols repaired by expert mechanics, with 
special precision equipment. Supervised 
by graduate engineers. We stress per- 
fection and dependability before price. 
One year guarantee on domestic controls. 
Any bellows operated device repaired. 
HALECTRIC LABORATORY, 1793 Lake- 
view Road, Cleveland, Ohio. 


ADVERTISING SERVICE 


WE COMPILE effective advertising— 
Years of advertising sales experience 
enable us to write the copy for your 
advertising or work your copy into 
highly productive circulars, broadsides, 
catalogs or advertisements. (E. B. Muz- 
zarelli’s advertisement this issue is our 
work.) Write CONSOLIDATED ADVER- 
TISERS, 3520 Cherry St., Kansas City, 
Mo., or phone Valentine 9141, 


PATENTS 


HAVE YOUR patent work done by a 
specialist. I have had more than 25 years’ 
experience in refrigeration engineering. 
Prompt searches and reports. Reasonable 
fees. H. R. VAN DEVENTER (ASRE), 
Patent Attorney, 342 Madison Avenue, 
New York City. 


N. Y. Ventilating Rules 
For Schools Rescinded 


(Concluded from Page 1, Column 2) 

plans for new school buildings, addi- 
tions, or remodeling must provide at 
least 15 sq. ft. of floor space and 
200 cu. ft. of air space for each 
pupil to be accommodated in each 
study or recitation room therein; for 
assuring at least 30 cu. ft. of pure 
air every minute per pupil, and the 
facilities for exhausting the foul or 
vitiated air therein shall be positive 
and independent of atmospheric 
changes. 


The former mandatory equipment 
requirements had been termed ex- 
travagant in a report of the State 
Board of Regents; which estimated 
that by leaving the question of 
ventilation up to the architects and 
the commissioner of education, as 
provided in the Cheney bill, a saving 
of about $150,000 a year would 
result to local school jurisdictions. 

The Cheney bill was one of few 
signed in recent years by Governor 
Lehman despite the expressed oppo- 
sition of the State Federation of 
Labor. 


Export Sales Hold Up 
Well In February 


(Concluded from Page 1, Column 5) 

during the month amounted to 880 
units, valued at $93,275, as compared 
with 1,111 units, valued at $111,361 
in the same month of last year. 
Refrigerator parts exports were 
valued at $407,436, against $448,829 
in February of 1939. 


Exports of self-contained air con- 
ditioners and parts during’ the 
month were valued at $52,346. 
British India led the field with 
imports of $12,476, with Canada 
second with $10,799. 


DALLAS, Tex.—L. J. Sharp Hard- 
ware has been appointed dealer for 
Norge refrigerators, washers, and 
ironers. 


. THE BUYER‘S GUIDE 


these 


Send for it. 


more in our big catalog. 


too, it lists more than 
15,000 service parts, the 
“hard to get” ones, too. 


and many 


Remember, 


THE HARRY ALTER CO. NEWARK 


1728 S. MICHIGAN AVENUE, CHICAGO, ILLINOIS | Meer LAND 


3 CHICAGO BRANCHES, NORTH, WEST, SOUTH 


it getting out of order. 


increases many times the length 


ators, may be used with 


as No. 369. Send for a 


Nos. 367-8 


AMINCO DOMESTIC HIGH SIDE FLOATS 
FOR HERMETIC AND STANDARD UNITS 


For refrigerators with hermetic units Aminco No. 369 is recommended. 
It is a complete replacement unit and there is little possibility of 


The Amincol seat is guaranteed against corrosion. 


trouble due to acid in the system. 


No. 367-8 is for replacement on a number 
of well-known makes of domestic refriger- 


“F-12.” Built with the same rugged features 


on these two excellent replacement floats. 


AMERICAN INJECTOR COMPANY 


1481 FOURTEENTH AVENUE, DETROIT, MICH. 
Pacific Coast: Van D. Clothier, 1015 E. Calif. 
Export: Borg-Warner International Corp., 310 S. Michigan Ave., Chicago, Il. 


This feature 
of float life and eliminates float 


$Oo, CH3Cl, and 


complete bulletin 


No. 369 


16th, Los Angeles, 


MUZZARELLI'S 


FOR Bottled Beverages 


WITH KELVINATOR 
REFRIGERATION 


DISTRIBUTORS 


YOU CAN NOW SELL OUR 
QUALITY COOLERS 
furnished complete or with all 
equipment LESS the KELVIN- 
ATOR UNIT. 


Direct Draw Coo 


YOUR BEST COMMERCIAL 


RANCO — COAST TO COAST — for Commercial 


Controls that you can install with complete assurance 


of trouble-free operation. 


Be sure to “tune in’”’ on the opportunities for quick sales 
and sure profits offered by Ranco 91G2—the most 
modern of all controls for Walk-In Coolers, Refrigerated 
Display Cases and similar applications. Maintains proper 
fixture air temperature and assures defrosting of the coil 
and weather 


under all load 
adjustment. 


RANCO Inc., Columbus, Ohio, 


and Direct 


NEW and Latest DESIGNED 
BEVERAGE COOLERS 
Draw Draught Beer. 


18 to 28 
Cases 12 oz. 


CATALOG 
Build Your SALES with 
MUZZARELLI COOLERS 
12 New Improved’: MODELS 
to work with—Write for our 
NEW COOLER CATALOG. 


Engineered efficiency assures 
Adequate REFRIGERATION 


}. B. MUZZARELI 
$344 Main § 
ANSAS CITY, 


PROGRAM 


conditions, without 


U.S.A. 


he: 


Aa. 


¥F 
ca 7 , e ee 
io. Fe P : : ae 
Ri ee : ; op 
fis CRISPERS, DEFROSTING TRAYS . 
rae a = ee : a8 ae ae os oe  . ae a AGS a Shae é <a See ae ee See ee eee. a e nm 
y ee WE'R . ‘HEAD ee UARTERS — A a 
in 7 AR Rees ee ) ae Siege 
Said a ne eee Re oh Sa Rp er ete OR ne a ea hey RSs SRS Moco as. i] ewe 
4 , ae ee a ~ a ceo = : be 
*Pesy] = sC-BELTS \% i _ —_ - 
BB. I Silent, vibrationtess, de> : es : ——- 
< 1 pendable, long-lasting. — oe 
 BgslT Powerful grip prevents in. ai > ‘oe 
— =. slippage. A nearby dis- =. <a J ; sets Be 
be a = ee per n> seme aera Nena emanate came : = 
ee ee es te ee re ; id Noa 
i ee 
A 2 i 0 TEST Te ae ee tes 
ee cr ee ls. 
= a 
7) |- = : = ee _ - 
Po Po “ e | 
| SS s ee 
ee 2 ee — = q 
es jek 2 
—<nwvssitnnnnenmnnaitiiniiliaiaisiamiaonsi a = 2 
wo Ne oP EQ 4 Voom : She 
A od - » a Buse ‘iui 
oe s\n ) pe? ay Fo 4 Se. 
cs We ee Sw S — { ieee * 
a5 oe NS t ae 
aes: ee ee ea, 
. = ™ : . —— py ae ‘ ,, ‘ 3 - * 
; j 
a | 
Filtrine Dallas Norse Decler i as 
of 392 DeLu: i & CC 
‘ | pei 
a . 
ne - x" ; io i 
m- r 
= EE —_—__—— | VA Pe 
\ armen — ef. | 
: - a 4, ~ ion B 
| i y/ sie : 
pa } 
. = a 
ae # o.1. | i 2 ; 
- rs 4s } ig 
| 4 \ j Jd a 
/ \ — = : & i 4 1 | 
{ | ly Te : 
UTILITIES ENGINEERING INSTITUTE | ee ar & 
, | f ; & < 
a ; 
Re a. Eee 
_ 5 ee 
x J Ee a eg 8 x 


18 


AIR CONDITIONING & REFRIGERATION NEWS, APRIL 17, 1940 


Anaconda Copper 


Refrigeration Tubes 


THE AMERICAN BRASS C 
FRENCH SMALL TUBE BRANCH © 
General Offices: Waterbury, Conn 


Bendix Riseaite Loss of 
$311,935 Last Year 


SOUTH BEND, Ind.—Bendix Home 
Appliances, Inc., manufacturer of 
home laundry equipment, reports a 
loss of $311,935.87 during 1939 in 
the annual report mailed to stock- 
holders by D. O. Scott, president. 

According to the report, the com- 
pany had total sales of 34,071 units 
during 1939, with a valuation of 
$2,538,344.51. 

“The loss must be regarded as part 
of the cost of establishing a new 
business,’ Mr. Scott explains, “in- 
cluding improvement of the product, 
training a national sales and service 
organization, and _ establishing a 
liberal service policy to build a solid 
foundation of consumer goodwill.” 


¢ 


Ny 


e ED: 


Learn how you, too, can 
the DIC 


¥% to 30 H.P. 


MORE PROFITS IN 1940 


DICELER 
vith CONDENSING UNiTs 


greater sales and increased profits by writing for 
R catalogue including compressors and condensing units from 
THE CONDENSING UNIT LINE WITH EXCLUSIVE PEATURES 


DEISSLER MACHINE COMPANY Greenville, Pa. 


Export Dept., 100 Varick Street, New York. 
PIONEER OF FOUR CYLINDER REFRIGERATION 


CYLINDER 


at 


No More Lost Replacement Sales With 


Gilmers “Eye-ful” Tower 


BELT MERCHANDISER WITH HANDIMETER ! 

Your "On-the-counter” F.H.P. Belt Department 
that pays you almost $1.00 an inch PROFIT 
for the 15“-circle space it occupies! 


Write today for details 


L. H. GILMER COMPANY 


TACONY PHILADELPHIA 


id 


Refrigeration 


Products 


For bigger profits—greater prestige—more satisfied customers—sell LARKIN .. . 
Patented CROSS-FIN COILS Bare Tube Coils Humi-Temp Forced Convection Units 


Instantaneous Water Coolers 
Disseminator Pans 


Steel and Copper Vacuum Plate Coils 


Heat Exchangers 


See your jobber or write today for new catalog 


LARKIN COILS, _— 519 Fair Street, S. E., Atlanta, Ga. 


@ Of all the Imperial tools that 
are so widely used it is safe to 
say that the 174-F Tube Cutter 


is the “‘king of the crop” or the 
“Ace in the hole.” 
cutters for less money, but you 
can’t buy anything the equal of it handle. 


You can buy 


for panes tubing work. 

The tube rests against two roll- 
ers, with vertical groove, making 
it possible to remove flare, when 
desired. 
chromium plated finish. Knurled 


Brass forged body, 


Complete with reamer. 


THE IMPERIAL BRASS MFG. CO., 565 S. Racine Ave., Chicago, IIl. 


onven FROM 


VALVES e tin 
eth 
‘oor 108 Caaess, pe 


MR. JOBBER: 


sors and condensing units. 


The first warm days bring a flood of orders for ‘Chieftain’ compres- 
How is your stock? 


TECUMSEH PRODUCTS CO., TECUMSEH, MICH. 


Canadian distributor: Refrigeration Supplies Co., Ltd., London, Ontario 


A MODEL FOR EVERY NEED 


Widest variety of standard stock sizes 
and styles in the industry. 


The one-quality—all porcelain line.— 
Protected by 
Famous Fogel Lifetime Vision. 
Hundreds of successful dealers. 
Some territories still available. 


INQUIRE TODAY 


FOGE 


REFRIGERATOR CO 
16‘ & Vine Sts., Phila. 1899 
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Careful Use of Proper Drying Agents Advised 
By Newcum As Cure For Moisture Problems 


Cy KENNETH M. NEWCUM, Vice President and Sales Manager, Superior Valve & Fittings Co. 
(Address given at First Canadian Refrigeration & Air Conditioning Exhibition.) 


Dryers and drying agents and 
problems pertaining thereto are 
probably the most discussed items in 
the refrigeration service business 
because moisture and its attendant 
evils have undoubtedly caused the 
refrigeration industry more unnec- 
essary service expense, equipment 
failure, parts replacement, and gen- 
eral dissatisfaction than any other 
contributing factor. 

It is not uncommon to _ hear 
service engineers contend that a 
certain make of expansion valve is 
absolutely worthless, shouting to the 
high heavens that they will never 
use that particular make again be- 
cause it sticks shut and is generally 
no good; or to comment that mois- 
ture causes no harm in methyl 
chloride and ‘“Freon-12’’ systems 
except perhaps freezing up in the 
expansion valve needle and seat; or 
that they dry sulphur dioxide jobs 
in the same manner as they dry 
methyl chloride and ‘‘Freon-12” jobs; 
or that moisture problems are a 
thing of the past for they simply 
put in a “shot” of non-freezing 
solution and their problems are over. 

These are merely a few of the 
opinions that service engineers are 
apt to have and it shall be the 
purpose of this paper to bring these 
several subjects to the front and 
discuss them with a view to arriv- 
ing at a simple solution to many 
of the problems. 


Moisture Enters At 


Time of Installation 


In the first place, it is reasonable 
to assume that a_ considerable 
amount of the moisture present in 
refrigeration systems enters at the 
time of installation. Manufacturers 
of condensing units, low-side equip- 
ment, and other installation equip- 
ment take great pains in removing 
all traces of moisture from the 
equipment prior to charging with 
dry refrigerant and oil so that when 
the equipment is received on the 
job it is devoid of moisture. 

Copper tube is dehydrated and 
sealed, the expansion valves, line 
valves, and fittings are well pro- 
tected, so that, if moisture enters at 
the time of installation, it must be 
allowed to do so by the installation 
engineer, for during the process of 
installation the tubing is cut open, 
the coils are unplugged, and they 
obviously fill with air; and it is 
common knowledge that all air con- 
tains moisture. Hence, moisture can 
be said to be present in the inside 
of all of the tubing and refrigerant 
circuits at the time the installation 
is completed. 

There are several common methods 
now employed for the removal of 
this trapped air, some of which 
remove a portion of the air and 


leave the moisture behind while 
others are quite efficient. They are 
as follows: 


(1) Purging through an open 
suction line by means of refrigerant 
pressure from the liquid receiver 

(2) Evacuating with the refrig- 
eration compressor 

(3) Heating the tubing lines and 
coils with either one or both ends 
of the lines open 

(4) Circulating air through a 
dryer, thence through the tubing 
and coil circuits, and then evacuating 

(5) Evacuating with a highly 
efficient vacuum pump which pulls 
a vacuum of approximately 29.67 
inches of mercury. 


Effectiveness of Various 


Drying Methods 


The relative ability of the above 
methods to remove air and moisture 
is as follows: 

(1) Purging may be said to be 
successful if the circuit is composed 
only of one continuous tube coil 
where there is no danger of an air 
trap or pocket. However, if it is 
a multiple system or if the evapo- 
rator is manifolded, there will un- 
doubtedly be air traps. Also, mois- 
ture which may be condensed out 
on the inside surfaces of the tubing 
is not easily removed in this manner. 

(2) Method two, evacuating with 
the refrigeration compressor, is a 
doubtful method for the reason that 


the average refrigeration compressor 
can pull a vacuum of only approxi- 
mately 25 or 26 inches of mercury 
and at this pressure the boiling 
point of water is somewhere in the 
neighborhood of 110° to 135°. 
Hence the air will be removed, but 
moisture that may have condensed 
out will remain in the tubing and 
evaporator circuit. 

(3) The next method is heating 
the lines. Heating of the water in 
one part of the circuit will cause 
the moisture to turn to steam or 
vapor and it will probably travel 
to another unheated portion of the 
circuit and recondense. Hence heat- 
ing alone is not considered a good 
method of removing the moisture. 

(4) Circulating dry air and heat- 
ing may be considered a successful 
method providing, of course, that 
the air after passing through the 


Drier Summary 


In summarizing the use of dryers, 
the following points should _ be 
observed: 

(1) The general application is 
in the liquid refrigerant line. 

(2) Dryers should be installed 
vertically instead of horizontally 
so that the drying agent packs 
into the dryer to prevent by- 
passing. 

(3) The dryer should be equip- 
qued with a highly efficient filter- 
ing arrangement at the outlet end 
to prevent powder which may 
result from sloughing off from 
leaving the dryer and going into 
the refrigerant circuit. 

(4) A permanent dryer should 
be left in every installation. 

(5) Don’t gamble with used 
drying agents. Often more moist- 
ure is put into a refrigeration 
system than removed by the care- 
less use of used drying agents. 

(6) By all means use a dryer 
that has a sufficient capacity for 
the job. 

(7) Don’t expect too much of a 
dryer. Their primary job is to 
absorb or adsorb free moisture. 

(8) If the job contains acid, 
dump the refrigerant and oil and 
recharge with new, clean refrig- 
erant and oil and then install a 
good permanent dryer-filter for 
future protection. 


dryer is thoroughly dried and that 
the tubing circuit is heated pro- 
gressively from the dryer circuit 
through every’ tube of the evaporator 
and out to the end of the suction 
line. With this method the water 
vapor is picked up in the dry air 
circuit and exhausted out the end 
of the line. Following the drying 
process a vacuum should be created 
to remove the remaining dry air. 
(5) The vacuum pump method 
has been found to be _ entirely 
successful, for at 29.67 inches of 
mercury the boiling point of water 
is reduced approximately to 40° F. 
Hence the vacuum alone will reduce 
(Conc‘uded on Page 19, Column 2) 


CAMPBELL REFRIGERATOR CO. 
Milwaukee, Wis. 

Dealers Wanted for Midwestern and 
Scuthern States 


‘ CHICAGO SEAL CO. 
20 North Wacker Dr., Chicago 


ROTARY SEALS 


take less time to 


install. 


See your jobber 
Rotary Seal Co., Chicago, Ill. 


Specify PENN 


AUTOMATIC CONTROLS AND SWITCHES 
- FOR RECOGNIZED RELIABILITY 
Write for Catalog 

PENN ELECTRIC SWITCH co. 


GOSHEN, INDIANA 


TRADE MARK 


GRUNO 


THE ONLY MANUFACTURER OF 


GENUINE CARRENE METER 
ASSEMBLIES 


4313 FULLERTON AVE., CHICAGO, ILL. 


AUTHORIZED 
SERVICE, INC. 


Drinking water specialists 
for nearly 40 years 


A complete line of electric water coolers 
that offers every dealer an opportunity 
to make real money. 
plete information. 


ELECTRIC WATER COOLERS 


Puro Pilter Corp. of America, 440 Lafayette St., New York- 
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IDEAL SPEED COOLER 


Ideal Beer Cooler Co. 


2953 Easton Ave., St. Louis, Mo. 


CONDENSING 

; UNITS 

t4 Precision built for 
efficient operation. 


GALE PRODUCTS 
1635 ‘Monmonth Blvd. Galesburg, Il. 


To Get Your 
FREE Copy 
See Your 


ALCO Jobber 
|| ALCO VALVE Co. 


SOLD ONLY THROUGH DEALERS 
Give Extra Profits— 
Certain Repeat 
Business — 
Send Today for All 
the Facts 


Acids Formed By Moisture and Refrigerant 
Responsible For Innumerable Complaints 


(Concluded from Page 18, Column 5) 
the water to vapor and remove it 
even without heat, providing, of 
course, the -room temperature is 
normal. 

Realizing the pitfalls of leaving 
moisture in the system at the time 
the installation is made, it should 
behoove us to employ the _ best 
possible method of removing all 
traces of air and moisture at the 
time a new installation is made as 
a low-cost insurance against future 
service troubles; for a job that 
starts out perfectly dry is more apt 
to give years of successful service. 

Even though one of the better 
methods is employed for removing 
air and moisture, it is considered 
good policy to install at time of 
installation a permanent dryer-filter 
filled with a drying agent which will 
not break down, as_ protection 
against moisture which might enter 
the system as a result of subsequent 
servicing. 


that the better drying agents reduce 
the acid content to a point where it 
will cause no appreciable damage. 
However, it is the author’s personal 
opinion that, if the system contains 


‘a large amount of moisture, it 


obviously contains a large amount of 
acid and it is a good deal better to 
dump the acid-laden refrigerant and 
oil and start over again rather than 
to depend upon a dryer to remove 
a large amount of acid, which it 
may or may not do, depending on 
several intangibles. 


The Purpose of 
Non-Freezing Solutions 


The effect of methyl alcohol in a 
methyl chloride system does not to 
any great extent affect the acid 
condition. The purpose of the alcohol 
or other non-freezing solutions is 
obviously to raise the freezing point 
of the water present in the refrig- 
erant, preventing freezing of the 


Activated Alumina (aluminum 
oxide) is an adsorbing agent which 
is entirely suitable for permanent 
drying. 

Silica Gel is an adsorbing agent, 
it being a manufactured material 
obtained by the reaction of a mix- 
ture of soluble silicate such as water 
glass and sulphuric acid. The silicic 
acid formed by the reaction sets 


into a _ jelly-like mass following 
which it is washed free of excess 
acids and salts. After washing it is 
dried, sized, and heat-treated and 
has the appearance of a hard glassy 
material much like clear quartz 
granules. 

Dry-X is an adsorbing material 
which may successfully be used for 
permanent drying. 


> -REACH-IN BOXES 
ALK-IN COOLERS | 


TLR, A igonatots 


TYLER full line dealers and distributors have a big 
advantage. Complete line fills every food store need. 
In addition, there are big selling models in demand 


for clubs, hotels, restaurants, bakeries and public in- 
stitutions. Each model built to meet a specific de- 
mand and to sell at surprisingly low prices. Welded 
steel construction ...100% insulation. Low operat- 
ing cost challenges all competition. You can make 
more money with Tyler. Write for dealer proposi- 
tion today. 


TYLER FIXTURE CORP., Dept. E, NILES, MICHIGAN 
New York Office: 601 W. 26th St. _ Boston Office: 683 Beacon St. 


moisture at the expansion valve 
needle and seat. 

Many competent refrigeration engi- 
neers have used non-freezing solu- 
tions with, according to their state- 
ments, a fair degree of success. 
However, the fact still remains that 


VEGETABLE 
REFRIGERATORS 


“BEVERAGE COOLERS 


"DOUGH RETARDING | 
BOXES _ 


SO, Systems 
Harder To Handle 


The problem of removing moisture 
from an old sulphur dioxide job is 
perhaps more difficult than the other 


sig Seem 


DEPENDABLE 
COILS--UNITS 


/NC MINNEAPOLIS 
MINN. 


MAYFLOWER 


Commercial Refrigeration 


4 


\| 


COMMERCIAL 
REFRIGERATORS 


World's most complete line 
commercial cabinets | 

3 to B84 cu. ft. capacit 

MIDWE s 


MFG. COMPANY * GALESBURG. ILL 


For Information on Motors 
FOR ALL TYPES OF 


Air Conditioning and 


Refrigeration Equipment 
WRITE TO oanagne-1m 


tion 


ST LOUIS, MO 


6441 PLYMOUTH AVE 


(TERCKIOT 


ADJUSTABLE 


CARRYING 
HARNESS 


Efficient, sturdy 
and = economical. 
Provides safer 
handling and 
thorough rotec- 
tion of refrigera- 
tors. Pad an 
harness are sepa- 
rate units and 
both adjustable 
to practically all 
styles and sizes 
of cabinets. 
Adjustable Pad 
each 
Adjustable 
Harness 


Lettering on pad at only $1.00 per order extra. 
Write for latest folder and prices on pads for 
refrigerators, washers, ironers, ranges, radios, etc. 


BEARSE MANUFACTURING COMPANY 


PORATED 
3815-3825 arttond Street, 1 RES Illinois 


refrigerants for the reason that when 
moisture enters a sulphur system 
the moisture unites with the sulphur 
oxide to form a solution of sul- 
phurous acid. Hence there is little 
if any free moisture to be removed 
by drying agents. 

Most effective way of removing 


Whereas, dumping as a liquid re- 
moves the moisture which is in 
solution with the refrigerant. 

The system should then be re- 
charged with new refrigerant and 
new oil and allowed to operate for 
a short period, following which a 
sample of the liquid refrigerant 
should be drawn into a clean dry 
glass vessel in which is placed a 
clean dry polished steel disc. The 
liquid will boil off. 

If after boiling off the polished 
steel disc retains its polished appear- 
ance, the system may be said to be 
dry. However, if the disc is dis- 


There is no objection to installing 
a dryer either in the liquid or suction 
line of an SOs system. However, the 
manufacturers of SOs advance the 
theory that drying of SOs with 
ordinary dryers is not entirely 
successful. 


‘First Aid’ For 
Methyl Chloride Units 


When moisture is noticed in a 
methyl chloride system which has 
been in operation for some time, the 
first procedure is to install a good, 
large-capacity dryer-filter. If this 
reduces the moisture content to a 
point where the job operates success- 
fully, then the problem is at least 
temporarily solved. 

However, if the job contains a 
large amount of moisture, the refrig- 
erant should be dumped in the same 
manner as sulphur dioxide and re- 
charged with new refrigerant. It is 
often considered good practice to 
clean the inside of the tubes with 
carbon tetrachloride prior to re- 
charging. This cleaning process 
should be followed by one of the 
accepted drying’ methods previously 
discussed before the system is put 
into operation. After recharging, a 
new dryer-filter should be installed 
in the liquid lines. 

Moisture and methyl chloride and 
the heat of the compression will 
result in a hydrochloric acid solution, 
the strength of the solution depend- 
ing upon the amount of moisture, the 
degree of heat, and the amount of 
time the moisture has been present 
in the system. Hydrochloric acid 
causes the oil to break down, copper 
plating, and often will cause the 
compressor to stick tight. 

Some authorities on dryers and 
drying agents have data showing 
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if there is moisture present there is 
also acid, and it seems reasonable to 
expect that the system would be 
better off if the acid were removed 
by dumping. 

At this point it might be well to 
mention that we are in favor of 
using permanent dryers, providing 


SENSATION / moisture from a sulphur job is to | they are charged with the proper 

| PACK THE YEAR! dump all of the refrigerant and oil | amount and type of drying agent, 
ASKAGE UNITS from the system. The refrigerant | for the reason that moisture may 

$35028%n, $4759¢ | | Should be dumped as a liquid, not | enter a system at any time under 
RETAIL F.0.B. FACTORY as a gas, for if the refrigerant is | certain conditions and if a dryer is 

REX FQUIPMENT(O] | Temoved as a gas it will simply boil | present it will remove the moisture 

FREE cRcuAR MARSHALL MICH off and leave the moisture and other | from the refrigerant stream before 

foreign matter in the system. | it has had time to create an acid 


condition. 


Moisture Troubles 
In ‘Freon-12’ Systems 


Many refrigeration service engi- 
neers have the erroneous opinion that 
aside from freezing out at _ the 
expansion valve needle and _ seat 
moisture causes no harm in “Freon- 
12” jobs. Moisture and “Freon-12” 
and heat result in a solution of 
hydrofluoric acid which is known to 
attack expansion valve needles and 
seats aS well as compressor valves. 


chloride and sulphur dioxide. 

If a ‘“‘Freon-12” job contains only 
a slight amount of moisture, then 
one of the better dryer-filters should 
reduce the moisture and perhaps the 
acid content to an unharmful degree. 
However, if the job contains a large 
amount of moisture which has been 
present for some time and which 
has given considerable service diffi- 
culty, the ‘Freon-12’” should be 
dumped the same as methyl chloride 
and sulphur dioxide. 

Hydrofiuoric acid has a tendency 
to weaken the grain structure of the 
Swedish steel compressor valves and 
often is the cause of frequent suc- 
tion and discharge breakage which 
may not be attributable to more 
tangible causes. 


Summary of 
Available Drying Agents 


Summarizing the available drying 
agents may be done as _ follows: 
Calcium chloride is an absorbing 
agent which, because it breaks down 
into brine when saturated, should be 
used only for temporary work and 
then should be used only by experi- 
enced refrigeration men. 


Calcium oxide is an absorbing 
agent which is recommended for 
temporary drying for the reason 
that it breaks down into a powder 
when saturated with moisture. This 
powder is very fine and may pene- 
trate inefficient filters and be carried 
through the system. 

Drierite (calcium sulphate) is 
basically adsorbing. However, it has 
a tendency to soften slightly when 
wet but not to the extent that it 
breaks down into a powder or a 
brine. It therefore may be used for 
permanent dryers. 


Chicago Office: 1663 W. Ogden Ave. 


Compressors colored, the system obviously con- ; 

—— an tains sulphurous acid and the Maret Hence all precautions should be KOC REFRIGERATORS 

Hardy Manufacturing Co., Inc. should again be dumped and the taken to keep moisture out of NORTH KANSAS CITY, MO. 
126 Davis Ave., Dayton, O. above process repeated. Freon-12” the same as with methyl 


outstanding Koch Products in the complete 
line of Koch Commercial Refrigerator Cabinets. 
Write for details concerning open territories. 


WITH THIS 
BLY STYLED LINE 


Sherer's always in front with equipment de- 
veloped to open new fields for condensing 
units. Your efforts are backed by trade paper 
advertising, free store layouts and prospect 
follow-up. Write for catalog and franchise 
details. 


SHERER-GILLETT CO., MARSHALL, MICHIGAN 
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Advertising Spending 
On Refrigerators 
In Magazines 


(Concluded from Page 1, Column 5) 
the company for household advertis- 
ing in national magazines. 

Norge. household refrigerator ad- 
vertising also was down from com- 
parable 1938 magazine figures, total- 
ing $79,163 as compared with 
$103,500 in the previous year. 

Philco, a newcomer to the house- 
hold refrigerator advertising field, 
spent $78,675 in national magazines 
last year, and Stewart-Warner spent 
$52,900. No comparable figures for 
1938 were reported on either of these 


companies. 
Crosley magazine advertising 
dropped from $68,481 in 1938 to 


$49,943 last year, and Hotpoint fell 
to $34,480 from a 1938 total of 
$126,640. Superfex spent $7,245 in 
advertising its kerosene-operated re- 
frigerator last year. 

General Electric, Frigidaire, and 
Westinghouse last year spent a total 
of $33,710 in advertising water 
coolers in national magazines. Frigid- 
aire led the trio, with $17,960, with 
G-E second, with $8,750, and West- 
inghouse third, with $7,000. York 
spent $13,890 in national magazines 


on its commercial _ refrigeration 
products. 

How Money Was Spent 
Crosley 

Crosley Corp. 

Electric Refrigerators 

Ma ah caning 6fk Coie ee eis 4 diners $ 12,597 
Good Housekeeping .............-- 4,306 
Woman’s Home Companion ...... 3,845 
Ladies’ Home Journal ............ 3,697 
2 RR ene ere 3,518 
American Magazine ............... 3,456 
hs 5 dns kp ai bate hs koe SO 3,456 
Saturday Evening Post ........... 3,456 
| St SRS Sage Peer ee a are ee 3,100 
ECT E Eee TEE OCT 3,070 
cere rere rte ere ee 2,952 
ST eS Serene eres et ea 1,820 
> © ae. ere 670 
RS Teer ce $ 49,943 
Hotpoint 


Edison General Electric Appliance Co., 
Inc. 
Electric Refrigerators 


Saturday Evening Post .......... $ 19,000 
re phi hiaveasebeeas 7,500 
American Magazine ............... 4,080 
Se PSE Creer a 3,900 
re ree ee ree ret $ 34,480 
Frigidaire 

Prigidaire Div., General Motors Sales Corp. 
Electric Refrigerators 

Saturday Evening Post .......... $ 68,950 
EPS Creer Tree ree 55,640 
Ladies’ Home Journal ............ 34,950 
Woman's Home Companion........ 33,410 
RE ACE a are ns reer eee 31,130 
STOR ere reer eee ree 29,800 
Good Housekeeping .........+++.. 25,660 
Ore Tree rT ery 6,200 
a, Ee re ee ere ee 13,950 
Better Homes & Gardens.......... 11,700 
AE a ee eer ee Pee ee 11,400 
The American Home .............. 8,400 
| eres 2,900 
EE CeCe een 6 oid k Phe R IST ERE $344,090 
Water Coolers 

RN Ce EE SSCS a ake s b4 66-45 5 Obsnd ewe 7,000 
PHACION' SD BUSINORS 6c iccccscccroscs 4,875 
EE RE 55 bod sesederssawe 3,225 
Cs oibo6 b65.600640005040 602% 2,860 
PEE AGE SA5L56690555005 0000000005405 $ 17,960 
Ee 5s dsc ge eeae eens eee onk 050 
General Electric 

General Electric Co. 

Electric Refrigerators 

Saturday Evening Post ........... $103,500 
Se en eee ee 56,700 
Woman's Home Companion........ 33,900 
in wsdd5 shes GR Grads 3.0 3:42 a Ks 30,600 
Better Homes & Gardens......... 27,450 
Good Housekeeping .............. 26,400 
Ladies’ Home Journal............ 23,000 
The American Home ............. 17,100 
Country Gentleman ............... 15,400 
cc adeeews ¥d0 640 vee ose 8,200 
American Magazine ............... 8,160 
The Parents’ Magazine............ 5,700 
ee: errr es eee 4,600 
PCA dc kb otwin Oed boxe REM $360,710 
Water Coolers 

EE ee ee ce ak Bae ord.ng ds bap ake aR 8,750 
RE DAC cis shah ekaadtonecueenwe $ 8,750 
CE vs cc iercewersuaeesaese $369,460 
Kelvinator 


Kelvinator Div., Nash-Kelvinator Corp. 
Electric Refrigerators 


Saturday Evening Post .......... $ 57,500 
EE or ri seb es ueStEN 46% visiwensyes 37,800 
Good Housekeeping .............. 35,200 
American Magazine ............... 30,800 


Household 


Norge 
Norge Div., Borg-Warner Corp. 
Electric Refrigerators 


Saturday Evening Post .......... $ 36,000 
DEAR TRRRRIS AE Se Got) Sree area ara 9,750 
Woman’s Home Companion........ 8,550 
Good Housekeeping ............... 8,400 
IE. yee Fa dak Geer eee sie's 40 7,500 
EN 85s ad axe ¥ pone 6h ok he HERO 5,363 
NE ge Sa ea Nat be ae eK ee Ree 3,600 
, _RPRAARRA SAE Sr eerescrey ster ir $ 79,163 
Conservador 


Philco Radio & Television Corp. 
Electric Refrigerators 


re a ck ge cies ab's Wed.ne $ 32,500 
Saturday Evening Post .......... 32,000 
GOOG FICURBROCIINE 6 iicccc cc cccss 14,175 
| ea Se renee err $ 78,675 
Stewart- Warner 

Stewart-Warner Corp. 

Electric Refrigerators 

Saturday Evening Post .......... $ 52,900 
SEE” bt ca aie vhaaiees oes 6 c.08 eS $ 52,900 
Westinghouse 

Westinghouse Electric & Mfg. Co. 
Electric Refrigerators 

Saturday Evening Post .......... $ 72,450 
NEE Gea eG Ss o a a. ciso-e oo 00a a 58,590 
Good FIOUSEKSGDING ......-.c.ccees 19,360 
American Maganine .........0.+05 16,940 
BA ea 7,200 
Re, eee Cee eer oe ere. $174,540 
Water Coolers 
en er reer 7,000 
RE rere ere Cree eee $ 7,000 
E,W ob cc aGeedeteesws peo $181,540 
York 

York Ice Machinery Corp. 
Refrigeration 

0 Rc ere a nr ee ae $ 8,400 
DS eer eee 5,490 
EE haba 6 0G 0.5:9-4-40d Ralsee vk sexe B85 84% $ 13,890 
Superfex 


Perfection Stove Co., Inc. 
Kerosene Refrigerators 
Farm Journal & Farmer's Wife...$ 3,795 


eee ree ee 3,450 
| RR eee Pee eer ree $ 7,245 
Electrolux 

Servel, Inc. 

Refrigerators 

Saturday Evening Post .......... $ 72,000 
Good Housekeeping .............. 31,500 
EA eer aren errr 28,500 
Re ee are Co eee 27,420 
Better Homes & Gardens......... 23,400 
Commtty GOnticmaGn «....6666.060 15,400 
The American Home .............. 12,600 
Og ae 8,750 
Successful Farming ...........:0. 6,840 
RE er eae mre eae eee ice. $226,410 


Frigidaire Farm Trailer 
Cranks Into Showroom 


(Concluded from Page 1, Column 2) 
trailer, which inside is almost 18 feet 
in length and 13 feet 6 inches wide, 
are grouped a standard household 
model Frigidaire and a “Farm 8” 
refrigerator with special shelves. 

When the trailer is on the road, 
all sides are completely closed. This 
unique traveling display unit, how- 
ever, is quickly converted into a 
stage simply by lowering one side 
of the trailer. 

By means of a crank and cables at 
each end of the one side, the entire 
section is easily lowered and raised. 
When in its open position the side 
becomes a platform 17% feet long. 

Two portable sets of steps, one at 
either end of the platform, permit 
access to the trailer display for those 
in the audience who wish to inspect 
the appliances more closely. The 
steps are equipped with an automatic 
counting device which will record 
the number of individuals who enter 
the trailer. 

Upper edge of the platform is 
surrounded by a removable railing, 
with openings located at the step 
positions. 
inside the trailer and on the platform 
is a heavy red and cream marble 
design linoleum trimmed with satin 
finish chromium molding. 

Illumination for the interior of the 
trailer is effectively supplied by a 
system of dome and spotlights. 


Anaconda Copper 


Refrigeration Tubes 


Refrigerator Shelves 
Of Stainless Steel 
Made By Wall Wire 


PLYMOUTH, Mich.—Twelve thou- 
sand sets of wire refrigerator 
shelves (nearly 50,000 individual 
shelves) may seem like a lot, but 
that’s the weekly capacity of Wall 
Wire Products Co., a firm which is 
specializing in the manufacture of 
refrigerator shelves made from 
solid stainless steel wire. 

Remarkable thing about these pro- 
duction figures is not alone the 
figures themselves, but also the sur- 
prisingly short time it took the Wall 
Wire firm to reach this capacity, for 
the company has been in existence 
less than a year. 

Prior to the organization of Wall 
Wire Products Co. last July, the 
manufacture of welded wire products 
from straight chrome steel had never 
been successfully effected, claims E. 
L. Russell, vice president in charge 
of sales for the new firm. 

Two problems existed; first, weld- 
ing the pieces so that they would 
hold permanently; and, second, giv- 
ing the work a bright and lasting 
finish. 

Mr. Russell and Ross Heilman, vice 
president in charge of production, 
both of whom are veterans of the 
wire specialty field, having been for 
many years employed in executive 
capacities by L. A. Young Spring & 
Wire Corp. in Detroit, solved the 
first of these problems by developing 
a satisfactory means of fabricating 
this material, and hurdled the second 
barrier by obtaining a license to uSe 
the finishing process owned by 
Rustless Iron & Steel in Baltimore. 

After obtaining adequate financial 
backing the two men purchased the 
property here early in July, saw to 
it that the necessary power and water 
lines were established, personally 
supervised the installation of all 
machinery and equipment, and hired 
the requisite personnel. 

The plant was in limited produc- 
tion by August, and started full 
production schedules and shipments 
in October. Before the end of the 
year the size of the original plant 
had been doubled. By February of 
this year the company’s monthly 
dollar volume had shot to well over 
the $100,000 mark. 

The company makes the ordinary 
tinned type of shelf as well as those 
of stainless steel, but the bulk of its 
business is in the latter type. Other 
lines of products, including shelves 
for ranges, are constantly being 
added to the plant’s manufacturing 
schedule. 

The company has its own design- 
ing engineer in Otto Habrecht. It 
has its own tool shop. A railroad 
siding runs right up to the plant’s 
big loading dock, and refrigerator 


R. Imhoff Joins Proctor 


PHILADELPHIA—Roscoe Imhoff, 
formerly sales manager of Westing- 
house’s merchandising division, has 
recently been appointed the general 


sales manager of Proctor Electric 
Co., succeeding C. T. Gulbert, who 
was transferred at his own request 
to the position of West Coast sales 
manager for the electrical appliance 
manufacturer. 


DEPENDABLE 
REFRIGERATION 


shelves are shipped out by the car- 
load. 


Ed Palmer Co. Adds 
New Product, Employe 


ASHEVILLE, N. C.—A new prod- 
uct and a new employe have been 
added by Ed Palmer Co., appliance 
dealership here. The product—Philco 
refrigerators; the employe—Mrs. 
Williams. 


Gum 


(; Controlled 


BECAUSE 
SOMEWHERE 
NEARBY IS A 
REFRIGERATED 
APPLE 


Today, the smallest grocer on any corner 
sells FRESH, juicy, ripe, red Apples the year 
round! They’re never ‘‘out of season,”’ for some- 


where nearby is a big, modern Refrigerated 
Apple Storage DEPENDABLY controlled by A-P 
Valves—preserving the Autumn’s Harvest of 
‘‘Winesaps,’’ ‘‘Baldwins”’ or ‘‘Jonathans’’ by 
proper temperatures and humidity. 


A-P Valve DEPENDABILITY is 


Modern Apple Storage Plant 


Water Valves, 


A-P Automatic 

Expansion Valve 
No. 204. Rated at 
% Ton “Freon.” 


No. 270 
Solenoid 
Valve 


sensitive ... 


Leaders in Refrigeration Control.” 


FOR YEARS THE SYMBOL OF QUALITY 


proved daily in an increasing 
number of Refrigeration and Air 
Conditioning installations in all 
industries . . . Showing a new 
idea of Valve accuracy, supersen- 
sitivity, positive operation, sturdy 
construction and reliability that 
makes the thought of substitution 
impossible. 

A-P offers a Complete Line of DEPENDABLE 
Thermostatic Expansion Valves, 


Suction Pressure Regulating 
Valves, and the new ‘‘TRAP-IT”’ Strainer-Filter. 


Solenoids, 


New A-P rRGipyir 


More than a Strainer or Filter 


In Stock at Progressive Jobbers 
Everywhere... Recommende 
by Progressive Service Men 
Everywhere. 
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